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PONTON 


...knows Your Prospects...by name! 


W. S. PONTON, Inc. 50 £. 42 St. 
New York 17, N.Y. MUrray Hill 7-5311 


Prod. Plant--44 Honeck St., Englewood, N. J. 
Phone: ENglewood 4-5200 


Once a Ponton-prepared Mailing goes out . . . you just 
know, it will get action. Backed by the famous Ponton 
“live” list guarantee (no matter what category)...manu- 
facturers, wholesalers, retailers of any product reach 
their prospects directly with assurance of having up-to- 


date names, constantly checked and counterchecked. 


Wrapped in this envelope is all the experience of the 
finest research- and list-compiling experts. Every depart- 
ment of this great modern Ponton plant (see picture in 
envelope) actually goes IN the mailing, each playing its 
part in the most modern system of complete servicing. 
Names can be delivered on gummed labels, cards or 
on your own mailing piece . . . folded, inserted, mailed 


. no matter what size your promotion. 


Each individual mailing, each name truly reflects Ponton’s 
Experience in Details . . . from Research to Results. Discuss 


your specific needs for custom-compiled lists with Ponton. 


See you at the Boston 








“Ll, Envelope” says» K good sales-letter deserves an 
attention-getting SALES ENVELOPE! 





HECO ENVELOPE COMPANY * 4500 Cortland St. Chicago 39 


Need £ nuelapes 2? Phone Heco C, Al, nitel 7-2400 




















SPOT YOUR CUSTOMERS WITH -— 


PLANNED CIRCULATION 










Let unprejudiced experts screen the market for you! (We have no 
company-owned lists...no compiling service)... our time is 


your time and we'll spend it tracking down the best for you. 





Get free advice on systems most efficient for you! (We don't sell 
list maintenance or mailing house services) .. . our experience is 


yours without charge. 


Call on this completely independent list house . . . not affiliated 
with any company or organization. (No account is too small—or 


too large—for us to give you personalized service.) , 


Just ask us for screened lists to spot your customers—or tell us if 


you have a good list you want placed on the market! 






PLANNED CIRCULATION 








19 WEST 44 STREET—-NEW YORK 36—N. Y. 
PHONE MURRAY HILL 7-4158 
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COVER 
STORY 


This convention issue contains one 
long feature study, except for the 
usual Short Notes and the Conven 
tion Timetables (see pages 14 and 16). 

This seventh Reporter feature study 
is labeled How to Think About Indus- 
trial Direct Mail. \t is not for casual 
reading . . . or for entertainment. If 
you are interested, you should start at 
the beginning on page 19 and proceed 
calmly and slowly (with appropriate 
intervals of rest) without skipping 
until you have come to the conclusion 
on page 92. That's the only possible 
way to follow the picture in logical 
sequence . . . because one part tes 
in with another. Don’t expect any 
miracles or inspiring writing. It’s just 
a hard-boiled analysis of a difficult 
subject which hasn't been covered very 
adequately before. | 

And even this study is not an ade 
quate coverage. Halfway through our 
investigations, we realized that an an 
alysis of industrial direct mail couldn't 
be completed in one issue. One of our 
friends thought it ought to be spread 
out over twelve months or two years. 
Too many details had to be brushed 
off quickly in order to give a fairly 
complete picture of all the problems. 
Maybe others can take over and build 
something better out of this prelimi 
nary framework. 

We hope subscribers in other fields 
(such as mail order, retail, financial, 
social service) will not feel slighted by 
all this attention to industrial direct 
mail. Strangely enough, many indus 
trialists were interested in the mail 
order study last April. This study of 
industrial direct mail contains many 
findings which should be heipful in 
analyzing problems in every other bus 
iness in which direct mail is used. 

In case you get confused along the 
line with conflicting opinions ‘ 
don’t be alarmed. Things will get 
straightened around eventually. 

Naturally, we'll be sitting on pins 
and needles waiting to hear what you 
and you and you think about how to 
think number seven. Write, please. Or 
come up to Reporter headquarters at 
the Statler in Boston, October 9 to 15, 
and discuss what's right or what's 
wrong. See you then. HH. 





when the job is LARGE 


call LEMARGE! 


SERVING CHICAGO 
AND THE 
MIDWESTERN AREA 


Lemarge the finest mechanically 
equipped mailing service in the 
Middle West producing all types of 
jobs at low cost. 


Lemarge . . . a battery of modern auto- 
matic inserting machines turning out 
over half a million pieces a day. 


Lemarge specializing in speedy 
premium handling and mailing and 


low cost typewriter addressing. 


Write or phone 
for details! 


pany 





























Send all material to 


Garden City, N.Y 











NIAA GETS A NEW PRESIDENT. 
George L. Staudt, chairman of the board 
of the National Industrial Advertisers 
Assn., 1776 Broadway, New York 19, 
N. Y. has announced the appointment 
of John C. Freeman as new NIAA Presi- 
dent. The appointment of a full-time 
president is part of NIAA'’s overall re- 
organization plan adopted at their Mon- 
treal Conference last June. Further de- 
velopment in the program designed to 


John C. Freeman 


give NIAA the “new look” will be pre- 
sented to directors at a Sept. 27th Cleve- 
land meeting. Freeman, who takes over 
as prexy on the 15th of this month, was 
former manager of club services for the 
National Sales Executives, Inc., N. Y 
Before joining NSE he was assistant 
manager of the Elmira, (N. Y.) Assn. of 
Commerce and a former executive of 


American Airlines for many years. 


eae 


PERFECTLY FLAT ENVELOPES 
can be produced from any type stock 
with a new remo’stening adhesive called 
Res-N-Seal. Laboratory tests on the new 
sealer showed that the envelopes using 
Res-N-Seal stayed perfectly tlat in print- 
ing presses and mailing machines . 
and throughout extended storage. The 
new gum eliminates blocking (flaps stick 
together in heavy humidity.) It’s manu- 
factured by Paisley Products, Inc., 230 


W. Sist St.. New York 19, N. Y. 


THE CONTROVERSIAL SUBJECT 
OF COLOR is given “the full treatment” 
in the latest issue of Envelope Economies, 
h.m. of Tension Envelope Corp., Kansas 
City 8, Mo. A _ run-of-the-book feature 
titled “The Influence of Color” by color 
analyst Suzanne Caygill is beautifully 
presented with full-color photos (Enve- 
lope Economies first full-color issue). 
Miss Caygill analyzes four different types 
of persons who react to different color 
tones . . . by showing color palettes 
typifying different personalities. Miss 
Caygill’s analysis comes as the result of 
questioning 20,000 students about their 
color reactions. The study is a wonder- 
ful job, done up in the best Envelope 
Economies tradition. 


COLOR BY OVERPRINTING, an 


* elaborate volume on how to obtain eco- 


nomical color reproduction, will be pub- 
lished early next year by the John C., 
Wilson Co., 1010 Arch St., Philadelphia 
7, Pa. Ink manufacturers, paper sup- 
pliers, ad agencies, artists and printers 
are cooperating with author Donald E. 
Cooke to compile the study . . . showing 
how many color effects can be obtained 
with few press impressions. Color By 
Overprinting will have 265 pages ; 
with many color charts detailing the 
everprinted color combinations. The 
book itself will be printed in twelve 
colors with a tentative price of $25.00 
per copy. You can get an illustrated 16- 
page prospectus of sample pages from 
the book by writing to Wilson’s Trade 
Advertising Dept. 


47) 


MASON BOX CO., Attleboro Falls, 
Mass., uses a die-cut in the cover of 
their latest catalog to illustrate their 
product. The cut is box-shaped. Backing 
it up on the inside cover is an actual 
sample of the 42 lb. kraft paper used to 
cover their Mailmaster boxes. The catalog 
is a good presentation of mailing boxes 
made by Mason. Mail order operators 
and mailers of boxed appeals should get 
a copy for reference. Write to Ralph L. 


Harden. 
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The inside story of 


the list business #24 


How would you like to gross several million dollars 
yearly entirely by mail? It can be done! A company in 
New York has been selling pencils and other office sup- 
plies for 35 years without the aid of any other selling 
medium — no salesmen, no retail stores, no space ad- 
vertising. 


rheir aim has been to sell something to every prospective 
user of office supplies in the United States and they are 
well on the way toward accomplishing this modest goal. 
Every business large or small uses pencils, so every busi- 
ness — with some minor exceptions — is a prospective 
customer. They therefore maintain a prospect list of 
2,500,000 names of businesses. In addition they have an 
active customer list of 750,000 non-duplicating names. 
All these lists are on Speedaumat plates. 


Sudden Awakening! 


For 25 of their 35 years of selling entirely by mail, they 

specialized in imprinted pencils to be used as 

Pe advertising premiums. Suddenly they awoke to 

<. the fact that they had in their possession the 

perfect list for selling almost anything by mail that a 
business man could use. 


With great enthusiasm they began selling more expensive 
merchandise to their customers, and also to their pros- 
pects. They sell fireproof file boxes at $19.95, safes at 
$39.95, cowhide Boston bags at $15.95, cabinets at 
$64.95, filing cabinets at $9.95, stencil drawers at $18.95, 
intercom systems, steel shelving and even shirts, ties, 
electric appliances, toys and gifts. What the prospect 
can’t use in the office, he can frequently use at home. 


Doubled Sales 


Their new approach to selling has doubled their sales 
in the past 10 years. From their own experience they are 
convinced that practically anything which appeals to a 
business man, a professional man or an intelligent con- 
sumer can be sold to their customers. Their minimum sale 
is for $3.95 for a gross of pencils — not imprinted — 
and many sales bring in over a hundred dollars each. 
These customers are repeat buyers over a period of many 
years, and they continue to buy by mail with confidence. 


The company feels that it can’t mail too often to their 
lists so an offer goes out to their customers once every 
two or three weeks and to their prospects every . 
six to ten weeks. Their average customer spends 

$10.00 on each order. If he doesn’t make a re- 

peat purchase in three years, he is dropped from the list. 
The prospect names are recompiled from scratch every 
year — parts of the list even more often. All lists are 
cleaned every three months. 


Field Day for Testers 


You couldn’t dream up a more valuable medium for test- 
ing than this list. Its possibilities are limitless. It can 
first, of course, be tested just as a list compared to other 
lists. Although primarily a business list and therefore 
ideal for any business offer, it is also a list which has 
proved responsive to various consumer magazines, insur- 
ance and general merchandise. 

You can test for regional responsiveness. You can find 
out which section of the country produces better results 
for you. You can control your mailings so that you can 


=> either achieve coverage of all businesses, or you 

4) can concentrate your efforts in certain areas or 
even certain cities. You can experiment to see 

if large or small cities do best or whether rural or urban 

areas respond better. Incidentally, this company finds 
that they have a higher proportion of buyers to prospects 


among the smaller towns than in the large cities. For this 
reason they completely eliminate New York City. 


You can test whether very recent buyers are more re- 
sponsive than those who purchased some time ago. A 
group of 35,000 to 40,000 very new customers are ac- 
cumulated before being merged with the main list. 


You can test a special group of professional men totaling 
about 300,000 names of doctors, dentists, veterinarians, 
accountants, lawyers and architects. You can split this 
group into established men and those with newly hung 
shingles. 

You can make all kinds of elaborate copy tests — tests of 
offer — tests of price, — tests of format. 


Market Research 


The list can also be used for market research. What you 
learn with this list as a test medium, you can apply to 
your use of other lists which are not large enough to en- 
able you to do such elaborate testing. You can find out 
if new or established businesses are better prospects for 
you. New businesses have different needs from Ce 
those of established companies, so a group of 

about 800,000 new firms are always kept sep- 

arate from the main list of propsects. Businesses which 
move have similar needs to those which are just starting, 
so these names are merged with new businesses. About 
16% of this group represent companies which move. 
Since ours is an expanding economy, the chances are 
that these companies are moving to larger quarters and 
have not only new but more needs. 


Here is one list owner who will cooperate to the utmost 
in helping you test as elaborately as you wish. The ad- 
dressing rate is only $15.00 a thousand for most of the 
categories. Just give us a ring or drop us a note and 
we'll give you all the information you need to cash in 
on a successful mail order operation. 


President 
NAMES UNLIMITED, INC. 
352 Fourth Avenue MUrray Hill 6-2454 0. ¥. 16, %. V. 


Charter Member National Council of Mailing List Brokers 


OUR 26th YEAR IN THE LIST FIELD 

















CUT YOUR 
MAILING 


COSTS! 
SAVE TIME... 
AND MONEY! 

WITH THE 


SAXMAYER 
No. 6 
TYING MACHINE 





model of the 
line high speed Model No. 6 
is this highly efficient general 


Newest Saxmayer 


purpose tying machine. Especial- 
ly suited for tying mail in direct 


mail departments — the Sax- 
mayer No. 6 is attractive, with 
black crinkle coated body and 
white porcelain tep — efficient, 


does not waste time 


The Saxmayer No. 6 features 
simple construction — all work- 
ing parts interchangeable; safety 
—automatic releases where need 
ed; and versatile — adapted to 
general purpose tying of various 
size bundles in any 
to 6” high without adjustment 


sequence up 


table model — the 
6 can be equipped 
with adjustable legs and casters 
at a small additional cost 


AN portable 
Saxmayer No 


Whatever your tying problem 


there's a Saxmayer to meet your 


requirement. Write for illus 


trated folders 
DEPT. A 


NATIONAL 
BUNDLE TYER COMPANY 


Blissfield, 
Michigan 
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INTINUED! 
[) SORRY TO HEAR of the untimely 
death of Carl Hillman who passed away 


on July 29th. Carl was direct mail pro- 
motion manager of Curtis Publications in 


Philadelphia and best remembered 
for his famous direct mail training “tri- 
angle”: Good List-Good Appeal-Good 
Product. The direct mail fraternity has 
lost a brilliant planner who will always 
be remembered when his triangle is put 
to good use. 


= 
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PUZZLER OF THE MONTH: Re- 
printing here (in its entirety) a mimeo- 
graphed post card we received from 
William R. Sullivan, 720 W. 10th PL., 
Los Angeles, Calif.: “Until a solution is 
found for our traffic problems, it can 
be helped by keeping more cars off the 
highways, by being more particular about 
who gets a drivers license.” Nothing else 
on the card except the address. We can’t 
figure out whether Sullivan works for a 
bus company or is just a frustrated L. A. 
pedestrian. 


$7) 


SLOGAN OF THE MONTH: A new 
gimmick called “Sports Seat” is a col- 


lapsible, corrugated fiberboard back- 
rest stadium seat . offered as an im- 
printed advertising medium by Sport 


Seat Co., Box 215, Columbus, Miss. The 
seat is used by bleacher fans as a port- 
able semi-cushioned seat and back rest. 
A good give-away item at ball 
etc., for advertisers. At the top of the 
letter telling us about it was a heading 
we nominate as “slogan of the month”. 


parks, 


It read: “Sports Seat Is Tops For 
Bottoms”. 

=. 
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H.R. 569 (An Act to authorize the 
Postmaster General to impound mail in 
is getting some stiff op- 
direct mail circles. The 
Act, recently under consideration by the 
Senate Post Office and Civil Service 
Committee, is supposed to be the answer 
to the problem of “cleaning up the 
mails”. It would give the PMG the 
power to impound any mail he thought 
was not “in the public interest’’. Just like 
that. At the committee holding hear- 
ings on H.R. 569, DMAA managing 
director George Rumage rightly blasted 
the proposed ruling by telling the com- 
mittee “As business men, we are against 
clothing any man or department with 
the authority to wipe out or close down 
over night any business that in his opin- 
ion is worthless, fraudulent, lewd or 
obscene. Our association opposes this 
type of material in the mails or else- 


certain cases) 


position from 





where. We fight it continually and our 
group will fight for any fair bill with 
teeth which will successfully bar harm- 
ful mailings; but we are vigorously op- 
posed to hit-and-run censorship. It may 
put companies out of business at the 
whim of the Postmaster General without 
the issuance first of the fraud order. This 
vicious practice would deal the death 
blow to many innocent companies whose 
material does not appear to please the 
Postmaster General . . .” We agree 
with George 100% that H.R. 569 is a 
dangerous toward biased censor- 
ship . . . certainly not the right way to 
“police” the mails. Post office inspectors 
and Better Business Bureaus do a good 
job in ferreting out obviously shady 
operators. What is needed are more se- 


step 


vere penalties and heavier fines for con- 
victed frauds. But not a one-man witch- 
hunt that might injure innocent victims. 


eee 
}] “MISS CALENDAR GIRL OF 1954” 
is being selected by members of the Art 
Director's Club of Washington, D. C. 





Ihe contest is sponsored by the Adver 


National 
than 300 
Handling 


Assn., repre- 
manufacturers 
preliminary 


tising Specialty 
senting more 
and jobbers. 
screening of hundreds of entries are (left 
to right) Paul Hoffmaster, 
illustrator; Gene Hoover, art director of 
Henry J. Kaufman & Associates; and Leo 
Hershfield, Saturday Evening Post car- 
toonist. Final selection of “Miss Calendar 
Girl” will be made by TV star Liberace; 
Ben Stahl; and Bruce Downes, 


magazine 


painter 
editor of Photography magazine. The 
winning model will be crowned at 
ASNA'’s Specialty Fair to be held in 
Chicago on Sept. 18-21. 
JJ 
CURRENT PRODUCTION, Cun- 


ningham & Walsh, Inc.'s king-sized, suc- 
cess-story impressive 
face lifting with the : 
making it one of the best agency promo- 
tions long time. The 
“new” Current Production copy approach 
speaks directly to the businessman, us- 
ing businessman’s terms rather than 
the usual agency technical jargon of ad- 


magazine, got an 


latest issue 


we've seen in a 
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. culled from more than 3 million business firms in the U. S. 


If your market is in the American business community we can prepare a mail- 
ing list for your needs and to YOUR specifications. 


You can choose 


Size... ... Rated from $5000 to over $1,000,000 
Kind ... .. Manufacturing, wholesaler, retail, etc. 
Industry .. . Furniture, textile, chemical, etc. 
Geography .. State or regional area 
. litle ..... You select the title most applicable to your 


promotion .. . president, treasurer, pur- 


chasing agent, sales manager, etc. 


_° MANUFACTURERS 
facturer 
if you are ® mam pusiness; 


products oh dealers, we If you would like additional information . . . 
write . . . or look us up at the convention. 


of 
selling t 

rovi n on 
dealer- -promotio 
tional basis- 


lists 
mailing a na- 






CREATIVE MAILING SERVICE, inc 


460 NORTH MAIN STREET ® FREEPORT, N. Y. 











FReeport 9-2431 





vertising. It traces several C & W cam 
paigns, most outstanding of which is the 
planning and execution of a sales cam- 
paign for Narragansett Brewing Co. that 
resulted in dealer rationing of the beer 
because of “sell out’ demand. Picture 
treatment in the 12%" x 1554" magazine 
gives plenty of impact to the case his- 
tories . . . particularly a double spread 
about the “Man from Cunningham & 
Walsh” and his annual stint behind the 


retail counter. Beautiful job! 


Ronve op s 


[) “BETTER PUBLIC UNDERSTAND.- 
ING OF ADVERTISING”, Advertising 
Federation of America’s multi-million 
dollar institutional campaign, is getting 

tatches the é al added support from the DMAA. With 
Y « other media already donating millions of 

dollars worth of advertising to promote 
the industry-wide project, the DMAA is 
kicking off its initial effort by offering 
a postage meter indicia to promote the 
campaign theme “Advertising Benefits 








¢ | 
ro: & 
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Everyone” (see cut). Two sizes are avail- 

able, 1%" and %4” widths, and are avail- 

able at cost to all business firms using 

postage meters. The DMAA committee 

working with AFA on the project in- 

cludes Richard Messner, Marbridge Print- 

ing Co.; Fred Pinkerton, Reinhold-Gould 

If you've ever been to a circus Co.; and Charles B. Konselman, A. & M. 

you know that the splashes of color of Karagheusian Co. DMAA president Larry 
Chait, director of list research, Time, 
Inc., reports that direct mail enclosures 
on envelopes! An eye-catching envelope and special material for house maga- 
is the best device to get your mailings zine editors will also be available. Write 
OPENED AND READ for sure-fire to DMAA Headquarters at 381 4th Ave.. 


New York 16, N. Y. for more informa- 


ALES RESULTS! And color will do it. Cupples’ jen. 


Personalized envelopes created by our 


the clowns catch the eye. So does color 


Art and Color Departments will make your JJJ 


sales soar. Call our representative today. STORY, BROOKS & FINLEY. INC.. 
Look over the Personalized Envelopes newspaper representatives for the Miami 
(Fla.) Herald at 123 S. Broad St., Phil- 
adelphia 9, Pa., used an effective format 
to tell potential advertisers how the 
same for you. Other offices are in: Herald affected buying habits of Miami 

. summer trade. S, B & F's Promotion 

Boston, Washington and Philadelphia. Bee. tad Tas Coly of te Gow 
nelly Organization (1010 Arch St., Phil- 

adelphia 7, Pa.) print the lengthy Miami 

tourist statistics on a 2%” wide strip — 

60” long. The strip was rolled up around 

upples a gold wrapper reading: “Gold Coast 
News” . . . and attached to a mailing 


tag imprinted with “Here, rolled up in 


we've created for thousands of satisfied 


sales- minded concerns. Then let us do the 





envelope co., inc. 
360 Furman Street + Brooklyn 1, New York 
THE REPORTER 







































































one package, is an amazing summer 
market waiting for you.” The piece 
makes an excellent format for making 
long copy seem short. 
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1 THREE FALL CONVENTIONS 
have been scheduled for the American 
Assn. of Advertising Agencies . . . cov- 
ering Eastern, Central and Pacific re- 
gions. Here are the dates: Pacific Region: 
Sept. 26-29 at the Hotel Del Coronado, 
Coronado, Calif.; Central Region: Oct. 
14-15 at the Hotel Drake, Chicago; and 
Eastern Region: Nov. 22-24 at the Roose- 
velt Hotel, New York, N. Y. An East- 
Central Region Convention for mem- 
bers in Mich., Ohio and Pittsburgh will 
be held in Detroit late in Oct. Write to 
A.A. A.A. headquarters at 420 Lexing- 
ton Ave., New York 17, N. Y. for com- 
plete information. 


= 


see 


A TWO-DAY NATIONAL SALES 
JAMBOREE for Strunk Equipment Co. 
distributors and their wives made a 





unique sales meeting last month at the 
company’s 350-acre manufacturing farm 
near Coatesville, Pa. Purpose of the 
jamboree was to unveil the new Strunk 
“SpeeDemon” chain saw . . . lowest- 
priced saw of its kind. Although a manu- 
facturer for only three vears, young 
president Leonard Strunk has caused 
quite a buzz in the power tool industry 
with his manufacturing and merchandis- 
ing developments. The 36-year-old in- 
dustrialist packs showmanship into his 
sales meetings, too. Distributors were 
wined and dined through a complete 
two-day “show”, complete with models 
dressed as farmerettes and a dramatic 
entrance of a helicopter which whisked 
the first “SpeeDemon” off the produc- 
tion line to Strunk’s alma mater, Clem- 
son College at Clemson, S. C. Advertis- 
ing plans for “SpeeDemon” were out- 
lined by Bob Arndt, executive vice-pres- 
ident of Strunk’s agency, Arndt, Preston, 
Chapin, Lamb & Keen, Inc., Philadelphia. 
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E specially Tuscan Cover... 
a stock that will give sub- 
stance to your direct mail. 
Use it to give a slim book- 
let an important feel. As a 
Cover, you can’t beat Tus- 
can Double Thick. 


Tuscan (in white and eleven 
colors) can be used as book- 
let body stock to give it 
bulk; for calendars, menus, 
post cards, folders and 
broadsides. Tuscan’s avail- 
able in a wide range of 
weights and in several 
sizes. All antique finish. 

















A Tuscan Cover sample 
book is yours for the ask- 
ing. Be sure you have one 
in your paper sample file. 


PENINSULAR PAPER COMPANY ° YPSILANTI, MICHIGAN 


a Tuscan Cover sample book. And a list of nearby merchants who 
sample sheets and dummies. Would also be interested in seeing 


Cover; ( Pab Cover 


Title 


Zone State 








Wives’ Morning Activities: A tour of Isabella Gardner 


CONVENTIO _-~ Museum im Boston's Fenwa b ) to Whitman. | »wed 
‘ by lunch at the famous Toll House (Ruth Wakefx ystess 
TIME T A BLE 12:00: Associated’ Third Class Mail User uncheon in the Bay 
~*~ State Room op 


Tickets for this ncn ! if wt i t reg tration 
Hotel Statler, Boston — October 13 to 15 fee for the DMAA Convention. The be obtained at the special 
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this ad wasn’t written— 


it happened! 
a 


if your company uses any direct mail, 


these facts deserve your attention 


In three succinct statements, here is indisputable evidence that a letter 
mass-produced by the exclusive James Gray Executive Type process cannot be 
distinguished from an individually typed letter: — 


—_— 


—_— 


1. From the Assistant Postmaster General, Washington, D. C., a letter 
recently received by the Postmaster, New York, New York, questioned 
the mailing at third class rates of certain James Gray Executive Type letters 
described as “produced one letter at a time, as in the case of matter written 
by hand or on the ordinary typewriter.” 


2. The Office of the Postmaster, New York, New York, took steps to 
collect the difference assumed to be due on these Executive Type letters 
mailed at economical third class rates but, supposedly, “subject to 3¢ each, 
at the first class letter rate, on account of being typewritten.” 


3. James Gray Ine. proved, to the full satisfaction of the Post Office, 
that these letters were not individually typewritten but were printed letters 
produced by the exclusive James Gray Executive Type process... by the 
thousands ...and were in complete compliance with postal regulations for 
third class mail. 


You can achieve the doubie economy of mass-produced sales letters mailed 


at third class postage rates by using the Executive Type process, developed 
as an exclusive service of James Gray Inc., and still benefit thru the increased 
pulling power of a personalized mailing piece that cannot be distinguished 
from costly, individually typed letters. 


TAKE THIS SIMPLE STEP to 
learn how you can make the best 
use of the Executive Type process: 
simply mail this coupon for the 
portfolio, “Evidence,” that contains 
actual examples of the James Gray 
Executive Type letter. 


6 J JAMES GRAY INC. 


216 East 45th Street 
New York 17, New York 
MUrray Hill 2-9000 


James Gray Inc. Dept. ET 
216 E. 45th St., New York 17, N. Y. 


I’D LIKE TO SEE FOR MYSELF -—please send me, 
without obligating me in any way, your “Evidence” 
portfolio with examples of the Executive Type letter. 


NAME 
TITLE 
COMPANY 
ADDRESS 
CITY ZONE .— STATE 


























Save $$$ for only 25¢ with 


COLUMBIA 


ENVELOPE KIT 
Plus Mailing 


Cost Calculator 
a Ub, KY SHOU 
Cost of any direct mailing 
Cheapest method of handling 
Cost of production and mailing 


12 ways to improve results 
Proper envelope selection 


Another Columbia feature, the Aristocrat 
Side Seam Envelope, permits printing entire 
back of the envelope without seam inter- 
ference. Columbia's design studio and com- 
plete manufacturing facilities assure speedy 
delivery of orders in any style, color or 
size, tinted, striped or embossed. 


COLUMBIA ENVELOPE CO. 
2019 NW. Hawthorne Ave., 

Melrose Pork, IH. Saetenee 

Specialists in Envelopes Since 19) 1B 
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PAPER is, the base 


of 
job 


















TICONDEROGA 
TEXT 


A paper that makes the best of fine 
letterpress and offset printing. Water- 
marked Ti-Text is the choice for quality 
work at low cost... tbe logical paper 
for booklets, programs, announce- 
ments, and similar literature. 

Available in seven wanted colors, j 
plus Cream and Brite White. .. f- 
laid or wove finish, plain or 

deckle edges.Choice of 60 Ib., 

70 Ib., and Cover weight 

... envelopes to match. 


THE PRESSMAN is the ‘‘makeready’’man... 
checks ink, paper...his job is to make a good 
impression. 


gD 


Evternational P, per 


FINE PAPER AND BLEACHED BOARD DIVISION 


220 East 42nd Street, New York 17, N. Y, 
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The Epicures' Club cern 


ELIZABETH,NEWJERSEY ‘él-etizaseTH 4-4400 
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Mr. E. W. Proctor, Jr 
Guild Company 

160 Engle Street 
Englewood, New Jersey 









Dear Ed: 








There's a growing tendency these days on the part of list 
brokers and others to make a special effort to ascertain the 
accuracy of the list information sent out to prospective list 
renters. This is all to the good. 













Your "Certified" idea seems to me to be a very practical v 
way of accomplishing this objective with a minimum of fuss and J 
bother to the list owner, and a large measure of protection to ty 
the list buyer. tH 











My feeling is that when the list owner attests to the accu- 
racy of the information you send out on his list, you have very 























~ 


ae largely eliminated the possibility of inaccurate or incomplete . i 
att information going out to a prospective renter of that list. ole 
nine 
Meat: i, 
tl} ae For these reasons we feei we can test with confidence any tat 
iierit list information cards sent out from your office which are o 
pt teles stamped "Certified". rate 
,? i 3 , 4 Ly 
se MiP 
+? t Cordiall 
? ri “fe Ys d 






““— 


Jack McDonnell 
JMcD: LW President 
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PLANT AND OFFICES AT 939 LEHIGH AVE., UNION, N.J. ADORESS MAILTO THE EPICURES' CLUB, ELIZABETH, WN. J. 
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A Reporter feature study: 


HOW TO THINK ABOUT 


INDUSTRIAL DIRECT MAIL 


How to think about industrial di 
rect mail? How to think? How? Writ 
ing those words reminds me that this 
is where the record started. This is 
where | came in. If it hadn't been 
for an accidental encounter with in 
dustrial direct mail, this reporter might 
be enjoying a life of relative ease in 


some other less headachey profession. 


In order to clear the air on a con 
fused subject, and also to remind new 
comers and old-timers that we can all 
make mistakes in the process of learn 
ing anything . . . | want to quote 
from a book written in 1946, called 
Dogs That Climb Trees. \t is a collec 
tion of anecdotes I had been telling 
students about things that had hap- 
pened in the past to teach lessons in 
direct mail. Students it seemed were 
tired of dry speeches about advertis 
ing . . . so I tried to give them a 
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by Henry Hoke 


slightly humorous but truthful ap 
proach, even though the joke was on 
the teller. 


Early chapters told about getting to 
like letters in school; helping to pay 
tuition through Pennsylvania by writ 
ing love letters (for a fee) for other 
students; brief experiences in manu 
facturing plants . . . and the search 
for a job during the bad days of 1919. 
I wanted to get into selling or adver 


tising, or something along that line. 


The best thing I could land in Pitts 
burgh at the time was a $30-a-week 
job as office manager for the district 
office of a water purification outtit, 


The office manager title didn't mean 


a thing for I was the only worker in 


the office. I was the combination 
stenographer-olfice boy. All the rest 


were salesmen out calling on coal 


mines, steel mills and other tri-state 
area plants which had to put the filthy 
water of the rivers through their boil 
ers. The future for me and mine 
looked just about as clear as the muddy 
waters of the Monongahela or the 
Allegheny. 

There followed one short interval 
when this neophyte got bitten by the 
“mail order” bug. Tried to start a 
“mail order business” at home selling 
a new “revolutionary” can opener for 
fifty cents per by mail. The campaign 
was a terrific flop, a financial catas- 
trophe . . . for many reasons only 
too obvious after the years rolled by. 


But now please read chapter 
five of Dogs That Climb Trees. It 
will help set the stage for all that fol 
lows. Remember 
in late 1919 and early 1920. 


this happened 








Reprinted from... 


Dogs That Climb Trees 
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Pandora’s Box 


| gradually forgot the sting of the 
can opener defeat, and tried to keep 
myself interested in the clerical details 
of a water purification sales oftice. 
There wasn't much to do. 

My boss and his salesmen were run 
ning around visiting customers and 
prospects. Mostly, | wouldn’t see any 
of them until Saturday morning when 
they would all get together for a sales 
contab which usually degenerated into 
1 gripe session over some sonofaso'nso 
in some plant who gummed up the 
works and prevented one of the sales- 
men from landing a big order. 

There was very little mail into or 
out of the office. Clerical details con 
sisted mostly of sending orders to the 
factory and writing letters asking why 
the orders hadn't been shipped or 
when they would be shipped, or i 
they had been shipped why the right 


material hadn't been shipped. The 
salesmen always blamed the tactory 
for all disasters and for their own 
tailures 


One day I asked the boss why he 
didn't write some letters to his cus 
tomers or his prospects instead 
of wasting his energy rushing around 
all over the map. He gave me one 
of those condescending smiles as it 


to say: “You'll learn the tacts of life 








some day when you grow up.” I had 
discovered that the boss, even though 
he coule make a swell sales talk, 
couldn't write a letter. He got all 
balled up. His tongue froze to his 
words. That was one reason for con 
fusion between sales office and tactory. 

No one could write clear letters. 
There were double meanings in most 
ot the instructions. 

So another day, with nothing else 
to do in the office, I knocked off a 


couple of letters to executives in com 
t 


panies which had never bought any 
of our “wondertul water purification 
material.” | had heard the salesmen 


ind the boss talking about the product 
and about the companies in question. 
| had read all the informative material 
ind the instructions on the product. I 
had seen the system working in a few 
nearby plants. 

very simple appeals in 
the style of the boss’ talk. | quoted 


| wrote some 


some testimonials that had come in, 
unsolicited. I didn’t show the letters 
to the boss but | signed his name 


and mailed them. 


Within a few days a reply arrived 
from one of the men who had received 
my letter. It asked the boss to call, 
have the water in the boilers tested, 
and to make recommendations. When 
he saw the letter he nearly jumped 
out of the chair. Wanted to know 
what it was all about. So | showed him 
the letter I had written thinking 
I might be fired. 





But the bo%s kept quiet. He made 
the call and eventually landed a big 
order. He raised my salary five bucks 
a week and suggested that I try writ 
ing a few more letters. Which I did. 
Some of them worked. Some of them 
didn’t. But the mail coming into the 
office began to get a little heavier. 
There were actually a few letters once 
in a while asking that a salesman call 
around at such-and-such plant. 

So | began to see that letters could 
be used to save salesmen’s time and 
travel. Letters could be used to pave 
the way for sales. 

One day, again without anything in 
the office to do, I sat myself down and 
wrote twelve entirely different letters 
about this water purification system 
Each letter had one dominant sales 
point. Each letter drove hard for an 
inquiry or for a request that the water 
be tested and that recommendations be 
made. I used a few trick opening para 
graphs .. . an idea which I had dis 
covered in a book about letters in the 
public library. You know . . . start 
ing each letter with a short but per 
tinent story. 

I carefully typed my twelve letters 
on the company’s stationery, addressing 
them to one of the best prospects on 
the boss’ list. In the meantime, I had 
checked over the 
cards and had made up a list of all 


salesmen’s report 


the firms which were being visited. | 
compared this with a directory of in 
dustrial plants in the area, added the 
names the salesmen were missing 
and discovered that we had approxi 
mately 1,900 worthwhile prospects. 

1 waited until Saturday morning... 
then showed the boss and the salesmen 
the twelve letters and the list. There 
was a horse laugh from one of the 
salesmen: “Imagine doing a he-man 
selling job with a lousy letter.” But 
the boss and a couple ot the salesmen 
were impressed by the answers re- 
ceived from some of the personal let 
ters. After a lot of discussion the boss 
told me to go ahead. | had suggested 
that we have these letters multigraphed 
and that we could do the mailing work 
in the oftice. The idea was that we'd 
mail out one letter a month to all the 
names on the list and we'd keep on 
mailing month after month whether 
we got answers or not. I claimed that 
even if we didn't get answers, the 
letters would help pave the way for 
the men who made the phy sical calls. 

The next Monday morning I called 
a lettershop and got some prices. 
They didn’t seem so very high. The 
boss had told me to go ahead, and I 
didn’t want him to change his mind. 
So without asking his advice I gave 
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the lettershop the order for the whole 
years campaign. I told them to run 
1,900 copies of each of the twelve let 
ters . . . and ordered the letterheads, 
envelopes and return cards required. 
Incidentally, most of the letters were 
either two or three pages long, be 
cause I had a lot of information to 
put across and I wanted to include 
testimonials and case _ histories. (I 
hadn’t learned that such information 
could be put in a separate informative 
circular.) 

When the lettershop delivered the 
packages containing the 12 times 1,900 
letters, envelopes and return cards 
there wasn’t room in the office to 
store them. When the boss saw the bill 
he nearly dropped dead. He couldn't 
fire me very handily because then he 
wouldn't have known what to do with 
the letters. 

So I set out to address the first set 
of envelopes and get the letters into 
the mail. I worked night and day. I 
had not realized how long it took for 
one man working alone to address 
1,900 envelopes, to fold and_ insert 
1,900 letters, to seal and stamp them 
and get them into the mail. I was sick 
at heart but I coulds’t complain be 
cause I had started the mess. 

Remembering the can opener catas 
trophe, I was afraid to go into the 
office in the mornings after the letters 
were mailed. 

But glory be! that first letter 
clicked. Maybe it was the shock. At 
that time, not too many people were 
using the mails for that purpose. The 
recipients were not accustomed to get 
ting appeals by mail. The inquiry cards 
started coming in. Not in droves, but 
enough to make the idea interesting 
to the boss and the salesmen. Within 
a short time, I had them running 
around in circles. | was running 
around in circles, too . . . trying to 
get time to write answers telling the 
inquirers when the salemen would 
call, thanking them for the letter and 
so forth. Then some of the people who 
had 
had 
sending in bottles of water so that we 
could make tests. | had to take care 
of getting the samples tested and re- 


gotten the letters and who hadn't 
a visit from the salesman, began 


porting on the results of the tests. 
After several weeks of working day 
and night, I finally told the boss | 
needed an assistant. He, having just 
landed a fairly good order, agreed. 
That day I hired my first secretary 
and was I a big shot! | put her to 
work getting the second month’s mail 
ing ready. I hadn’t realized when I 
ordered the twelve letters run all at 
the one time that we would have to 
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weed out the people who responded to 
the first letter. So that was another job. 

But the secretary and I managed to 
get out the second letter along about 
the right date, which had been multi 
graphed by the lettershop from my 
original schedule. More inquiry cards 
kept coming in. More samples of water 
to be analyzed. The salesmen were 
pleased. Here at last they had found 
a way to have the gates opened for 
them. No longer did they have to 
shenagle their entrance into the sacred 
presence of the chief engineer. All 
they had to do was show his inquiry 
card. 

And then the salesmen wanted us 
to write special letters to pet prospects, 
or special followup letters after they 
had visited the man who had sent in 
an inquiry card. The office became a 
nightmare. Why had I ever thought 
of these blankety-blank letters? The 
secretary had struggled along trying 
to get out the third, the fourth and the 
fifth mailing . and do all the other 
work that had piled up in between. 
It wasn’t long before I had to tackle 
the boss and ask him to let me hire 
an office boy to open the tail, pack 
water samples, run errands, and take 
the mail to the post office. Things got 
so bad that the boss and the salesmen 
had to spend less time on the road 
and more time in the office answering 
letters or writing to the tactory. 

In spite of all the hard work, I felt 
that this experiment had atoned in 
some manner for the can opener catas 
trophe. I had demonstrated that letters 
would work. And by the repeated 
mailings month after month, I was 
demonstrating that the effect of letters 





is accumulative. But I had also come 
to the conclusion (another lesson 
learned in the hard way) that on a 
continuous campaign, the details of 
mailing should be left to a professional 
organization, such as a lettershop. By 
the time we got down to the fifth or 
sixth letter we were so hopelessly in 
volved in details of handling the mail 
that we couldn’t get the mailings out 
on time. I think it was about the sixth 
mailing when the campaign started 
collapsing. We couldn't get our list 
thoroughly checked. Only about half 
of the sixth letter went out. The rest 
were thrown away. A few of the 
seventh in the series were mailed. But 
the eighth, ninth, tenth, eleventh and 
twelfth were eventually scrapped be 
cause the office couldn't get them out 
in time to meet the date which had 
been multigraphed so long ago. 

I tried to save the situation by turn 
ing the job over to a lettershop but 
things were too hopelessly involved. 
However, in my frantic efforts to get 
rid of the work, I became acquainted 
with lettershop people and lettershop 
operation. | visited a few shops and 
saw the letters going through. I 
studied the prices and wondered why 
I couldn’t do the same kind of work 
at less cost. 

One day I told the boss I had found 
a solution to all our problems. 
What we really needed in the water 
purification business was a lettershop. 
It wasn't right to expect a little sales 
office to handle the details of a com- 
plicated direct mail campaign. 

I explained to him that if we had 
demonstrated that we could get in 
quiries for our own business through 








letters, why shouldn't we start a letter 
shop to turn out our own work and 
then show other people in different 
lines of business how they could do 
thing by mail. 

At first the boss thought | was 


razy, but then he got interested. He 


raised my weekly salary slightly (with 
i bonus promise) ind told me to 
tart figuring sure figured in 
» hurry 


1c DOSS how we could in 
ut of equipment on time 
f ments tor a very modest sum. He 
sugyested that instead of buying the 


equipment at once that | write a few 


letters to other companies and sound 
them out on the possibility of letting 
is i their etters. 

Avat | poured out my youthfu 
enthusiasi inte a selling = letter | 
hecked the Pittsburg directory and 

tiled a couple hundred letters to in 
| tria s in our immediate 
cishborhoc: 

Dh tter scarcely had time to hit 
the IeSKS ¢ the addressees before the 
phone rang ind a voice asked that a 
representatt call. I jammed on my 
hat and ra lown the street. A very 
please executive casually handed me 
i order to get out 500 letters tor 
him by the evening of the next day 
Said he was glad to know he could 
get such service in the neighborhood 


No equipment. No nothing. But an 
wraer im my\ pocket 


ré d_ that by a lu ky 
let they ould deliver 1 multi 
pt ichine that afternoon, which 


they did. My secretary had started ad 


yin n opes. \s soon as the 
ichine irrive 1, Betty, Bille ind | 
ried to set the type. None of us had 
ondled a multigraphi machine 
cfore. W worked nearly all night 
mit cf ‘ t get the damn thing to 
vort 1} xt lay th n iltigraph 
¢ " heiped is to produce ol 
t order. We actually yot it into th 
il rf tn le idline, (just ihe id ol 
iidnight ) Betore ygoing home, w 
roudly wrot out our invoice and 
luly lalied I The produ tion costs 
probably exceeded the amount of the 
Oct yy five or SIX times Sut we 
wel the lettershop business. 
Hurral 
During the excitement of getting 


ut that first order, another order had 
irrived mut we were too busy 


t. One of our neighbors 


wanted us to address and mail 100,000 


calendars; to be packed in mailing 
lly mentioned 


that he was ha ing his warehouse cde 


ubes His order casu 





liver the calendars and mailing tubes 


te us. 
100,000 mailing 
tubes and 100,000 large size calendars? 


I never had either. 


Did you ever sec 


Che day after the production of the 
first order, the truckmen arrived. They 
wanted to know what to do with the 
rat They had started hauling the 
freight elevator and 


stacked in the 


rates ip in the 
sone ot th m were 
hallway outside our very small office. 
We be gan piling tubes on top ot filing 


cases and in the corners . . . but 


pretty soon the room was completely 
hallway. So was the 


a ; 
front. The building 


full. So was the 
truck down in 


manager threatened to throw us out 


unless we eaned up the mess at 
once. It was interfering with other 
tenants. What's more, the phone was 
ringing and a couple new orders were 


on the way 


The boss ar d back from a busi 


ness trip at that inopportune moment 


ind couldn't even see his desk 
let ilone 
He made 


igreead with mine. He 


find his mail. 

quick decision . oO 
ind I went out 
ind rented nearby loft in the next 


hour We ommenced 


ir. By nightfall we had 


moving within 
inother | 
rent 1. vurct ised or borrowed typ 
hired extra help and were 


started on the job of getting out those 





bulky, unmanageable 100,000 calen 
dars. The Lord only knows how much 
it cost to produce the job... but I 
know for certain that the customer 
vot i argain 
That. nutshell, was my first 
encounter Vil ndusti t direct mai 
starting a turbulent sequence of 
thirty f1 years of experience-getting 
in all phas of direct mail. Looking 
back . ve can laugh at all the 
nistakes 


I still remember some of that in 
dustrial direct mail of the early twen 


ties Mostly stuffy letters to dealers 


notifving them of price changes. One 
f | customer had a “cam 


mn” to dealers which consisted of 


avorite, large 
1) collecting over a period of a month 
reprints of every ad run in every trade 
paper; (b) stuffing (at month’s end) 
1 copy of each reprint into a bulging 
envelope c) 
Nothing more. 
No explanation. 


mailing first class to 


No letter 











I've often wondered what in_ the 
world the dealers did with the dozen 
or more silent reprints. That particular 


customer has become, in the inter 





vening years, one of the smartest and q | 
consistent users ol! highly-etfective di , 


rect mail. A recent confidential report 


division revealed that as a 
] 


from one 


result of a survey among dealers an 





distributors, the direct mail budget for 
1955 is being increased by a whopping 
percent. 
But I’m sorry to report that as a 
result of our past six months’ survey 
some industrial direct mail tech 
thinking 


as bad or worse than the stuff 


niques and today are just 
about 
of 1920, For example, here’s a case un 
covered in an interview with a large 
und successful distributor (cannot re 
veal names) 

The salesman for a manufacturer 
showed the advertising manager of the 
distributor some new product informa 
ordered 


tion folders. The distributor 


several thousand. Along came a letter 


advertising manager ol the 


trom the 
manutacturer saying that the quantity 


was too large and would a couple 


hundred be enough. The distributor’s 


idvertising manager was burned uy 


long distance 


and called This was the 
essence of the conversation 


“Why can’t we have the 


Van ige) 

tolders we a 
ordered?’ =) 
v Van ige? 

“What do you want to do with them? 

D.A.M Mail them to the prospects 

for the line, of course.” 

V.A.M 
waste all that money on postage 
D.A.M 


postage per 





Manufacturer's Advertisin 


“Why would you want to 


‘It doesn't cost much a 
thousand. We think it’s 


worth it because we get results 
M.A.M.: “What?” (Practically screan 
ing.) Do you mean to say you would 


mail third class? Absolute waste! Every 


hody knows that no one opens third 


goes into wastebask« 


class mail. All 


; 


We mail everything from the factory 


first class 


By that time the distributor's adver 


tising manager was completely di 
gusted .. . and hung up. No mailing 
The manutacturer s advertising mana 4 


yer didn't know he was talking to a 
distributor's advertising manager wh 
happened to be wise in direct mail 
lore. Perhaps one of the best opera 
tors in the country. He lost business 


for his company by showing his lack 


ol knowledge and lack of good sense 
Such thinking exists right now. 

So let’s pitch in to think about fr? é &§ 
present day industrial direct mail prob a 





lems. Even though critical at times 





we mean to be helpful. 
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When a duplicating job jumps 
the rails and the paper starts 
wrapping itself around the roller 
with a machine-gun clatter — 
resist the temptation to feed the 
operator into the hopper. 

It’s not her fault and it very 
possibly is the fault of the paper. 

You see, the tendency of paper 
to cling to the roller is caused by 
static electricity just like the 
magnetism a comb picks up when 
it’s rubbed vigorously. And, in 
paper, the effect of static elec- 
tricity is reduced tremendously 
by paper with the correct mois- 
ture content. 





All Eastern papers are moisture- 
controlled by scientific tests to make 
absolutely sure that the just right 
moisture content is maintained in 
every ream. The result? Smooth 
running, better looking duplicating 
jobs time after time. 

If wrap-around is plaguing 
you, try one of these special 
moisture-controlled Eastern 
papers: 

Atlantic Duplicator, Atlantic 
Bond, Atlantic Mimeo Bond, At- 
lantic Opaque, Manifest Dupli- 
cator, Manifest Bond, and Mani- 
fest Mimeo Bond. For sample 
packets or sheets, write: 











nyt 


ATLANTIC BOND [AWuttss- PAPER EE 


eastTeen 


MADE BY EASTERN CORPORATION + BANGOR, MAINE 








| 
| 











HOW TO THINK ABOUT 


INDUSTRIAL DIRECT MAIL 





Section Il: 





WHAT IS THE 


INDUSTRIAL FIELD ? 


For six months, we've been question 
ing members or officers of the Nation 
al Industrial Advertisers Assn., adver 
tising agencies, counselors, producers 

either by letter or by personal 
visits to plants or offices. We've read 
all the books available which include 
“industrial advertising.” No one seems 
to have any clear-cut definition of 
“what is industrial advertising?” or 
‘who is an industrial advertiser?” | 
sent out hundreds of letters and was 
amazed at many of the answers which 
said, in effect, “Sorry we can’t help 
for we do no industrial advertising or 
industrial direct mail.” Yet I’ve seen 
the product literature of these same 
fellows on the shelves of mill and 
factory distributors. Others answered 
“We don’t use mail order just 4 
rew printed pieces.” 

In order to clear up some ol the 
confusion, | asked Leonard Raymond 
to discuss the terminology of “indus 
trial direct mail” at a Dickie-Raymond 
Plan Board Meeting. Here is Leonard's 
report 

“We talked about your September 
feature story in Plan Board last week 
and found that no two people have 
the same idea of just where Industrial 
Direct Mail begins and where it leaves 
off. Some felt that all advertising di 
rected to companies by other com 
panies was “industrial”. Others felt 
this was too broad, that there should 
Se a third classification, perhaps called 
’ nercial Direct Mail Advertising, 
to include all direct mail that isn’t 
consumer or industry-to-industry stuff. 

“Much disagreement here, but most 
of us are pretty much in agreement 
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on one thing. That it doesn't matter 
what type of direct mail advertising 
we're talking about indusirial 
consumer, or whatnot . the funda 
much the same 


for example, isn't 


mentals are prett 
Even mai order, 
too much different when used in the 
industrial field. 

“One of the most common faults in 
direct mail is perhaps an 
cver-use of ad reprints and not enough 


f 


; 


industrial 
{lso much of 
and help 


and convincin g enou gh 


use of transmitial letters. 

isn’t specific enough 
ful enoug h 
through the use of case histories, et 
These are the same criticisms often 


leveled at industrial space advertising.’ 

So, maybe we need some new de 
scriptions created by or for the 
Direct Mail Advertising Assn. or the 


National Industrial Advertisers Assn. 


NIAA — “Active” 
And “Associate” 


But first, let’s try to find out 
what ss the industrial field and the 
place of direct mail in it. 

The National Industrial Advertisers 
Assn. was born in 1922 as a merger 
of three small groups which had been 
meeting in New York, Chicago and 
Milwaukee. The total original mem 
bership was less than 100. Later (in 
1931) this early NIAA setup was in 
corporated. It has now grown to about 
33 chapters throughout the United 
States and Canada with a combined 
membership of 4,386 (as of July 30, 
1954). 

But these figures should be analyzed 
still further. 


There are two classes of members 


(1) Active (persons engaged in ad 
vertising and marketing to industrial, 


professional or technical fields) and 
(2) associate (employees of organiza 
tions directly serving the active mem 


bership in advertising work ). 


An official of NIAA reveals to us 
that fifty percent of the membership 


is in the associate category (consisting 
mostly of technical trade paper repre- 
sentatives, but including a small scat 

tering of printers). The fifty percent 
active members break down into halt 
advertising agencies and half indus 
trial advertisers, which in turn aver 
age about two members per company. 
This would mean that in the entire 
NIAA membership of 4,386 . . . ther 

are only 548 actual industrial com 

panies compared with approximately 
, 


,193 trade paper representatives. 


We are not reporting this to de 


preciate the NIAA. Far from it. We 


just think the figures are interesting 
because they reflect an emphasis in 
possibly the direction. Too 


much thought control by the sellers 


Ww rong 


rather than the buyers or users of ad 
vertising. Possibly another reason why 
direct mail has not had very much of 
the spotlight at conventions and local 
meetings although two polls of 
industrial advertiser members showed 
that the majority wanted more infor 
mation about direct mail. That is, di- 
rect mail was asked for more than any 
other subject. 

Several years ago, Arthur Tofte, ad 
vertising manager of Allis-Chalmers 
Manufacturing Co., was chairman of 
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the Direct Mail Research Committee 


of the NIAA. He surveyed the mem 
bership with a mail questionnaire and 
reported the findings at the Pittsburgh 
(1953) Annual Convention. Arthur 
bemoaned the fact that he received re 
plies from only one third of the mem 
ber companies . . . but if he sent the 
questionnaire to all members, he re 
ceived a fine response because the 
agencies and trade paper people 
couldn't be expected to answer the de- 


tailed questions. 


Some Revealing Figures 


Arthur Tofte’s survey revealed some 
interesting figures, which we can in 
sert here even though slightly out ofl 
place for logical thinking: 

Of the companies responding: 94% 
use direct mail; 6% said they didn't 
(But possibly didn't understand the 
term). 64% spend tess than one fifth 
of thew bud get on direct mail; 7% 
spend more than half. (Several Re 
porter surveys indicate that industria 
bud gets average around 35% for direct 


mail. But many industrial advertising 


managers do not, in accounting, class 

catalogs house magazines product 
y ‘ 

literature, et ws direct mail.) 81% 


of respondents classified 


direct mai as 
“advertising 19% said it was sales 
promotion 

Only 8% have a separate direct mail 
department but 52% sai they do all 
the planning and creative work, while 
only 7% have it all done by outsid 
agencies. 17% said they tried to do 
some direct selling with direct mai! 
60% use direct mail for institutional 
advertising 

Only 4% ask dealers or distributor 
to pay jull cost of direct mail helps 
17% ASR for shar Ing of cost: 31% make 


‘ 
, 


no char ge at all. 55’ had no deaters 


70° develop and maintain thew 
own lists (with salesmen’s prospects 
ind sete _- loadsa 
ane customers ecoras icadding as 


sources ) 





I ‘ © noted: McGraw 
Hi wa ‘ t wet fAe ft 
ish t x it t 1ci¢ ix / 
miVve ising were lot Nex 
1 mf I il cal trac 
ip ( it ictuall fought 
wwainst cirect S ill do. But about 
1X " y McG v-Hi tticia I g 
nize tl t tu 1 W tow 1 
Dette ra t ace and irect 
ercha I ened 1 1 
t mMivertise I 
Ww I ner y Kict 
on the Dject [ inate etfort Hank 
Hender f nt i in of the NIAA 
Direct Mail Co ittec is in charge ot the 
McGraw-H rect , tup. Write to him 
fey f the bl. ri 
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68% said they are “attempting” to 
measure results from direct mail, while 
on'y 17% had ever conducted a test 
or survey to determine re idership_ of 
their direct meil. 61% claim they keep 
records of replies from direct mai!. 

93% voted thet they believe direct 
meu an effective medium. 

Study those figures again and you 
may be able to detect some cf the rea 
sons for the confusion in thinkine 
about inductrial direct mail. The field 
Ils further surveying before 
any accurate pattern can be formed. 
But more of that later. 

Geing back to the N'IAA 
ship figures (4,386 total, but only 548 
actual member company advertisers) 


surely nee 


m ~mber 


we wanted to do some more digging 
into the potential field. A. R. Vene 
zian, of McGraw Hill Publishing Co., 
330 W. 42 St.. New York 36, N. Y., 
supplied us with the following figures: 

McGraw-Hill at present is publish 
ing 36 trade or technical magazines. 
Taking out all duplications of multiple 
advertisers eight thousand (8,000) 
separate industrial companies adver 
tised this past year in the 36 maga 
zines. Where are they in the NIAA 
ID MAA for that 


setup? Or the 


matter oe 


How Many Industrial 
Advertisers? 


To expand the picture . . . Printers’ 
Ink lists 40,000 advertisers in all trade 
publications in the United States. But, 
of course, that would include many 
manufacturers who are not usually 
considered as “industrial advertisers” 

such as textile, food and other 
manutacturers advertising to the re 
tail trade; pharmaceutical manufac- 
turers direct to doctors, dentists, etc. 
But the interesting point for us is 
how many industrial advertisers? Or 

how many could be helped by 
a better knowledge of direct mail? 

If polls of cross sections of indus 
trial advertisers show that a majority 








* Strangely enough, the two best books we've 
read during this surve wiginated in Roche 
ter, N. Y (from which town a lot of goo 
thing ive originated We cant 1 n 
mend them unqualified mut the 
ire ste in the right direction 

1) Practical Advertising Procedure prepare 
by Rochester Industrial Advertisers, Rochester 
N. ¥ (Chapter 24 of the National Indu la 
Advertisers Assn., and published by McGraw 
Hi Book ¢ This started out as a project 
{ ce Rox ter ( ) ) a < in in 
dustrial ac ut the l ersit of 
Rochester i naductec ICce 

} na i in a book. Although 

en nal i ich gets n 13 ig 

, 1 DOOK the 1ase 

uch a italog mpan wublicatior r 
nam Y the sivertising rogucing int 


want more information about direct 
mail . . . how are all these people 
out of range of NIAA, DMAA, etc., 
going to be reached? 

The colleges haven't been of much 
help. Very little training, if any, in in 
dustrial direct mail. Articles have been 
few in the technical trade papers (per- 
laps to protect trade space sales trom 
a “competitor”). Books on advertising 
and the few on industrial advertising 
have given little attention to the real 
problems of direct mail.* 


A Nose Count Of 
Manufacturing Plants 


In one industrial advertising hand 


book of 327 pages only 18 pages 
are devoted exclusively to direct mail 

with a few other mentions in 
spots. Covered so sketchily that no 
neophyte could understand what it’s 
all about. Doesn't attempt to get down 
or the real prob 
lems. Most of the emphasis in this 


to the meat 


and other books is on space advertising. 

And don’t get the idea that this 
Reporter study is in any way an 
attack on trade magazine advertising. 
We are just bemoaning (as Arthur 
Tofte did) the lack of real information 
about a necessary partner of or co 
worker with trade advertising. 

One more stab into statistics : 
and then we'll be done with them. 
After comparing NIAA membership 
with advertisers in McGraw-Hill trade 
papers . . . a lowk at the W. S. 
Ponton list catalog was enlightening 
(and more confusing). Do you know 
how many manufacturing plants there 
are in the United States and Canada?: 

USA total 209,888. 

Canadian total 37,000. 

In the USA, 13,745 are rated $1 
million or over; 20,253 rated $500,000 
or more. There are 41,193 manufac 
turers with 100 or more employees 
4.421 with 500 or more employees 
1.883 with 1,000 or more employees. 


ed advertising, are covered in other sections 
That's the criticism the complete di 
rect mail stor is not tied together 

2) The other book originating in Rochester 
was written by Mosher Story Hutchins, torm 
er president and chairman of the board, 


Hutchins Advertising Co., Inc. It is titled 
Cooperative Advertising and 1s published by 
The Ronald Press Co. It concerns itself en 
tirely with the completely confusing subject 
 manufacturer-dealer advertising relation 


hip. It goes beyond the imdustrial field 


but the 23 pages on direct advertising (or 
direct mail) are well done. Our criticism 
is that it ignores many of the serious prob 


lems or obstacles which have been uncovered 
in this present study of Aow to think. Worth 


reading anyway 
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COUNSEL 
RESEARCH 
PLANNING 
ART 

CcoPY 
PRINTING 
LISTS 


MAILING 


fact is, every 
thing needed for a 
complete and su 
cessful sales pro 
motion and direct-mail 
advertising campaign 
is created and pro 
duced under one 
roof . . one 
responsibility 
Creative and produc- 
tion know-how 
seasoned by 35 years 
of experience An 
organization of 


112 persons 


Complete direct mal serie 


THE FOLKS on GOSPEL HILL 


a division of 
THE JAY H. MAISH COMPANY 
Advertising Agency 
MARION . OHIO 


Ot course, all of these manufacturers 


are not “industrial advertisers” al 
though all are prospects or customers 
of industrial advertisers. How many 


are actually industrial advertisers? 


Isn't it true (just for thinking pur 
poses) that all manufacturers have 
some similar problems connected with 
direct mail? There are such things as 
community relations or employee 


relations.* 


The potential field of industrial ad 
vertising is even more complicated by 
further study of the Ponton list cata- 
log. There are 8,234 manufacturers’ 
agents (of all kinds); 638 manufac 
turers’ agents for machinery and tools; 
358 agents tor mill and factory sup 


plies. Heck . . 


trade associations (what a 


there are 1,373 manu 
facturers 
chance for direct mail speakers at 
conventions ). 

Added to the manufacturers’ agents 
should be a total of 4,847 mill and 
factory supply dealers or distributors 

with 2,466 rated $10,000 or over. 
All of these people represented by dry 
statistics have a part in any study of 
industrial direct mail. They are cogs 
in the wheel, the frame for the pi 
ture . . . and too often overlooked. 
The whole potential field cannot be 
fixed in this one study. That should 
be a future project for the NIAA or 
someone. SO enough for statistics at 


this point. 


Can we define WHAT is industrial 
advertising or WHO are industrial ad 
vertisers? As we've pointed out be 
fore . . . there is much confusion. 
Some think industrial advertising is 
manufacturers advertising to other 
manufacturers . . . but that is too 
limited. Let’s just differentiate it from 
the manufacturers of consumer goods, 
such as food, clothing, furniture and 
the necessities of life . even though 
the manufacturers may have similar 
problems, such as dealer helps. 

, 


For the purpose of this study let's 


define industrial advertising as 


Manufacturers selling to 
business . . . for business 
rather than personal use. 


But (and a big BUT) another step 
in thinking is necessary. The reason 
why direct mail has been covered so 
inadequately at many “industrial ad 
vertisers’ meetings (and in books) ts 

the speakers or writers 
have their audience clearly detined. 

It seems to us that the NIAA should 
set up ditterent groups ol members 
entirely separate from the trade paper 
representatives and advertising agen- 
cies. The active members (actual in 
dustrial advertisers) should be divided 
also into distinct groups. (They may 
have some similar problems . . . but 
their operations ire entirely different.) 
For example, here are three possible 


divisions 


DIFFERENT TYPES OF INDUSTRIAL 
ADVERTISERS 


(1) Manufacturers of primary heavy machin- 
ery or equipment, or manufacturers of me- 
chanical systems, who sell directly to other 
manufacturers through sales engineers, in- 
cluding installation and servicing. (Their prob- 
lems entirely different from those who sell 
through dealers. Some in this group might 
have other divisions which sell supplies, 
tools, etc., through agents or distributors. 
But, at least, separate the functions.) 


(3) Manufacturers of building, maintenance 
or production help sold to other manufac- 
turers or businesses of all kinds such as pub- 
lic utilities, mines, contractors, schools (indus- 
trial trade schools). Bill Sproull of Burroughs 
Corp., was president one year of NIAA and 
his company sells to banks, offices, etc. But 
they consider themselves industrial advertisers. 


learning that there 
it Sharing Industries 
Akron, Ohio) pub 
booklet 


sent us volume 1, con 


on mmuni 


Letters to Employees 


, , 
Extreme well done 


(2) Manufacturers of secondary component 
supplies. That is, products which are only 
part of another finished product sold either 
to industry or consumers. Such as DuPont 
or any other chemical manufacturer. Paper 
manufacturers are in this class even though 
they don’t realize it. They sell through paper 
merchants (the distributors) who sell to the 
printer (the manufacturer). 


Another breakdown of interest might be 
(1) Manufacturers selling to business entirely 
by their own salesmen. (2) Manufacturers sell- 
ing to other businesses entirely through 
agents or distributors. (3) Manufacturers sell- 
ing entirely by mail contact without inter- 
mediate salesmen or distributors 
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NiW HOME OF 
U. S. E.'s LONG-ESTABLISHED RISEARC!| LABORATORY, METUCHEN, N. J. 
COMPLETCD JUNE, 1954 





Heres whore the USE Guauuitee, 
has ite 


_ 





When, in 1921, U. S. E. established its own Research Laboratory, 
it inaugurated in the envelope industry a new era of Scientific 
quality control which is the basis for the U. S. E. Guarantee. 
Now, in 1954, the Laboratory has a new home, complete in 
every detail. Precise specialized tests are conducted in rooms con- 
structed for the purpose, with temperature and humidity exactly 
controlled and recorded. Solvents and inks are stored in spark- 
proof safety rooms with blow-out windows. Experienced tech- 
nicians have improved instrumentation with which to continue 
their never-ending task —to make sure to make better every 


U. S. E. product. 


... the word “finis” is never written. 
Here Research is a continuous living 
thing. Papers are tested and retested 
—for strength, opacity, moisture- 
regain, whiteness, permeability 
Raw materials, inks, plasticisers — 
all are analyzed. Gum formulas are 
established and checked, envelope 
gums are manufactured to precise 
specifications .. . 

Because the U.S.E. Guarantee has 
its roots in quality that can be 
proved, it pays to specify U.S.E. 
Envelopes. 


ENVELOPE COMPANY Springfield 2, Massachusetts 


15 DIVISIONS FROM COAST TO COAST 


UNITED STATES *,!%. ; 





It may sound silly to waste time in 
trying to define industrial advertisers 
but I think we've hit the real 
cause of confusion which caused 
Arthur Tofte to report (from his sur 
vey) “that very few industrial adver 
tising men know very much about the 
effective use of direct mail.” 

We disagree in part. A lot of in 
dustrial advertising men (and women) 
know a lot about direct mail ; 
but when they attempt to talk or 
write to an all embracing and unre 
lated audience they flounder in gener 
alities or try to advise techniqu: Ss W hich 
have no bearing whatever on the prob 
lems of the majority of people in the 
audience. That’s why it’s important to 
define the audience. If that had been 
done long ago . . . we wouldn't have 


received letters such as those insisting 
g 


“We don’t do any industrial adver- 
tising,” or “We don't use mail order.” 

And that brings us to a final point 
of thinking before we get into the next 
valuable section giving opinions ot 


experts. 
Direct Mail Defined 


Industrial advertisers (as a class) 
are confused with the terminology of 
direct mail. Some think the term means 
mail order, but mail order (getting 
orders by mail) is only one part ol 
direct mail . . . just as direct mail is 


enly part of direct advertising. 


Industrial advertisers should learn 
the differences in terminology. The 
definition given by the Direct Mail 
Advertising Assn. is a little stuffy 
but it’s technically correct 


Direct advertising (or direct mail) 
is a vehicle for transmitting an ad 
vertiser's message in permanent writ 
ten, printed or processed form, by 
controlled distribution direct to sé 
lected individuals. 

But a much clearer definition is 
contained in a valuable booklet recent 
ly issued by Dickie-Raymond (470 
Atlantic Ave.. Boston 10, Mass.). titled 
“The Dickie-Raymond Story.”* 


Read this 
“The distinguishing feature of di 
rect mail is that it is a medium of ad 
’ , 


vertising and promotion to selecti 


ve 
known markets. This factor of selec 
tivity is the key to direct adve tising’s 
power and effectiveness Direct mail, 
through pre selection of the audience, 
concentrates advertisi ng where the sell- 
ing is best among those who have 
hig her-than average interest in you 


goods or services, u ho have a need 


* Available 
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More New Sizzling Jumbo Flash Cards! 


Get a free design sheet, samples and 


Carr’s Colorful, Versatile Mailers prices. ‘They'll give you big ideas 


with results to match. 


Get BIG Results for LITTLE Cost! ee a ee | 


and printers. 


In response to requests from enthusiastic users, we present eight 


new Jumbo Flash Card designs — as shown above in the front row. 


Now there are 24 sparkling designs pre-printed in a wide range ol 
flashing color. The big (5'4’’x7’’) mailers give you a generous space 
to imprint messages by letterpress, offset, multigraph or mimeo- 
graph. The 140-pound index stock even takes halftones. And the 


address side offers extra copy space. 


Users report uniformly outstanding results in a variety of appli- 
cations, including: sale announcements, special events, meeting no- 
tices, institutional campaigns, dealer mailings, new facilities and 


service promotion, salesmen’s advance cards, etc. 


Carr's Jumbo Flash Cards mail for 14¢ with Third Class Permit. 
And because Carr pre-prints them in large quantities, you get them 
for a fraction of the usual cost for art, plates, stock and color print 


ing of this caliber. Use the handy coupon for samples now! 


The CARR Organization 


1319 North Third St. © Milwaukee 12, Wisconsin 


Please send design sheet, samples, and prices of your colorful new Jumbo Flash Cards. 


The CARR Organization 
1319 North Third Street 
Milwaukee 12, Wisconsin 
Type of Business 


Address 











for it, who represent the best potential 


e . oF > . . 
No stencils... no attachments...no smudges with [as Tho are people you shoul 
nid — talk to differently than you do to mass 


consumers ind the DESI means 0 ) 


communication is direct ddvertising 
There are few companies that are not 
concerned to some degree t ith selec- 
T.M. tive groups in thet marketing pattern 


Some industrial firms sell only t 


. . Oo + 
% lective markets. Mass advertisers, sell 
ing primarily to broad consumer mai 


kets, can also have within those mar 


Carbon Interleaved Mail Aid Addressing Labels Save corti pruforved pronpecs gromps 
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you ll notice that even the D-R 
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perfect alignment! copywriter used both cairect mall 
and “direct advertising’ in the same 






types up to 5 labels at one time! description. Direct advertising is just a 
term to indicate the same thing as 





direct mail except the printed piece it 


self is delivered by some other means 





no carbons to interleave! 








" ] S ] ) 
sheets numbered than the mail... such as salesm« 
, aes ; Western Union, etc. Understand thos: 
for easy identification! ;' ; 
terms ... and there won't be so much 






contusion over whether a house maya 






quicker, cleaner, zine, or a catalog, or an intormative 






more folder is or isn't a part of direct mall 
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economical! Those who think of mail order 






when we mention direct nai Ssnoulk 





realize that there are really four dif- 


r direct 









ferent fypes ol direct mail « 
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advertising. Understand thet ind 


the application is simple. 
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1 All labels are perfectly lined 
up, and sheets numbered The types 
for easy identification. 














: 1) Persuasive: This could mean 
Bottom safety margin means Mr ; ae 
mail order,” but usually in industrial 
no waste. : eng 
direct mail is doesn't. Persuasive direct 
mail could be used to get direct or 

ders OR 
















tor more information, or for a book 







let or catalog. This is a distinct 


ot direct mail requiring differen 











Simple as inserting one sheet! thinking, different format 


DUPLISNAPS come in sets 






of 2 to 5 sheets — 33 labels (2) Informative: This is wher 
to sheet. Complete with “product literature” fits in. Catalogs, 
too. Pieces designed primarily to gi 


interleaved carbons! se 
information, but which tn the end may 











result in sales. } 





(3) Reminder: 








range of possibie ftormat ind uses 

\ Calendars are reminder advertising. So 

. \ are blotters ind house n ivazines. 
ee Snap out and discard carbons. But remember that these tvpes ca 

: : It's so easy, so neat! overlap. Reminder direct mail could 


—< also be intormative and s y | 
— ~1 \ suasive. 
YO \ 

Ss (4) Utility: A catchall to includ 
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everything pers isive intof;r i ce oe 
— , minder direct ul overlooks. In this « 
For name of your local distributor write: ann? — , 
Ould « il uct oraec,r or . repiy 


CUREGA EUREKA SPECIALTY PRINTING CO. pr ——- re alll eg ~ ages 
~ a a 538 Electric Street, Scranton 9, Pa. eee Mice 


Makers of the famous DUPLISTICKERS 
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Again, you may have overlapping of 
persuasive, informative or reminder. 
If you can keep these four distinct 
types of direct mail in mind... your 
thinking will not be confused. 

One last point to consider in think 
ing about industrial direct mail: It 
will help eliminate confusion if you 
remember the six basic functions of 
direct mail (or direct advertising). The 
DMAA publicized “49 Ways” to use, 
etc., but all can be grouned under six 
more easily remembered classifications. 
Will quote from our first feature study 
How to Think About Direct Mail 
covering all phases of the sub 
ject. It applies to any field of business 
activity . . . as well as _ industrial 


advertising. 


Function 1: To create more ef 


jective personal sales contacts 


This has two divisions within it 
self. It means first creating a direct 
opportunity for salesmen to call bv 
getting inquiries or leads for personal 
followup. It also means paving the 
way for salesmen. Lessening resistance, 
arousing interest, educating and in 
forming, preceding intended sales calls 
but without trying to get any direct 
expressions of interest trom the pros 
pect back through the mail. 


Function 2: To bring the prospect 


fo you, 


This applies in most cases to the 
retail field and to service businesses 
like banks, which do not have sales 
forces. Exception would be a manu 
facturer who wanted to bring pros 
pective customers to visit a new Tac 
tory, office, special display or regional 
meeting. Other exceptions ... obtain- 


ing selected classes of employees. When 


help became so hard to get during the 


‘ ‘riod, d t advert g Ww ised 
war period, direct advertising was use 


to uncover technicians and other spe 
cialized employees and to bring them 


in for interviews. 


Function 3: Jo deliver back 
ground, sales or puoi relations mes 
sages to customers, prospects, employ 
ees or other special groups. 

This covers any prestige, reminder 
or good will advertising, employee re 
lations, stockholder relations, general 
public relations, anything to influence 
selective groups along certain line of 
thought or action, but without direct 
response being sought by mail or with 
out any direct personal tollowup in 


tended. 
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NEW IMPROVED PORTABLE PAPER 


GATHERING MACHINE 


~ 


... adds 8 extra hands 


to your department ! 


FEA ES 


Light weight and compact—occu 
pies only 16” x 27” (including 
stacking bin) of desk space 


Special tilted bins, and patented 
Ejectomatic feed—assure smooth, 
dependable operation 

Hand lever can be located on 
either right or left side—for oper- 
ator's maximum convenience 


No set up time—always ready for 
use 


1-year guarantee — maintenance 
costs practically non-existent 
Takes both 82” x 11” and 8%” 
x 14” sheets 


Floor Model (available in 
5, 8, 10, or 16 bins.) 


Tandem Model (available 
in 20 or 32 bins.) 


Visit Our Booth No. 


Available in both 5 and 8 bin models. 


Now you can eliminate the tedious, time 
consuming bottleneck of assembling sales 
bulletins, price lists, or other types of dup- 
licated papers into sets. With the new light 
weight compact Thomas Table-Top Col- 
lator, one operator ...working easily and 
comfortably ...can gather papers twice as 
fast as by old-fashioned hand assembly 
methods, with verified savings from 30% 
to 50%. And the Table-Top is accurate as 
well as fast... permits a constant check on 
every collated set so that blank or mis- 
printed pages do not slip through...so 
simple that anyone can operate it! 

Find out for yourself how the 8 extra 
helping hands of a Thomas Collator can 
simplify the work of your department. 
Mail obligation-free coupon today! 


T hens Collators, Sra 


Specialists in Paper Gathering 
135 Sales and Service Offices 
from Coast to Coast 


FREE Check coupon for Demonstration 
and/or Collating Analysis Sheet. Shows you 
how to save up to 50%. Also available, 
free bulletins on new Table-Top Model, 
floor models, and high-speed Tandem. No ee 


obligation, of course. 


THOMAS COLLATORS, INC. 
50 Church St., Dept. F 
New York 7, N. Y. 
| am interested in 
[_} Demonstration at my plant [] Colloting Analysis Sheet 
[_] Floor Model (_] Table Model 
(_] Tandem Model 


Your Name Position 
Company 
Street 


City Zone State 


12 At The DMAA Convention 






































































While attending the DMAA Conference 


at 


BO SRON 


... visit the 
MiA\ 
Zi “TENSION 


Exhibit 


booth 17. 











for « PRESTIGE « ATTENTION 
e INTEREST « ACTION 


You can depend on a Tension Creative Design En- 
velope for reader impact! 


Tension knows the ingredients that moke an 
envelope do an outstanding job—an envelope that's 
never “lost in the pile” an envelope that in- 
creases prestige, arouses interest, intrigues the reader 
to open it and read your message. 


To implement this knowledge, Tension maintains 
its own large art department, staffed by specialists 
in creative envelope design. 


TENSION ENVELOPE Corp. 


New York 36, N.Y.—522 Fifth Avenue 

St. Lewis 10, Me.—500! Southwest Ave 
Minneapolis 1, Minn.—129 North 2nd St 
Des Moines 14, lowa—!9!12 Grand Avenue 
Kansas City 8, Mo.—!9th & Campbell! Sts 
Ft. Worth 12, Texas-5900 East Rosedale 
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Function 4: Jo take actual orders 
through the mail 


This is known as direct mail selling 
(or mail order selling), where every 
step in the sales process, trom the 
initial contact to the final sale is done 
exclusively by mail. This applies to 
publications, business, investment and 
news services, as well as to selling 
merchandise by mail. It also applies to 
raising funds by charitable organiza- 
tions. It would also apply to the alum 
ni field, where alurnni secretaries try 
to sell subscriptions to the alumni pub 
lication, or where tunds tor college 
work are solicited from the alumni. 
(As we will discuss later, this also ap 
plies to some industrial concerns which 
have learned how to get orders 

, 


through the mail without any sales 
force. ) 


Function 5: To secure action from 
the prospect by mail 


This covers any promotion intended 
to secure response or action by mail, 
but not designed to secure an order or 
result in a personal contact between 
the prospect and the advertiser. Ex 


amples of this would be . . . getting 
entries to a contest, securing request 


for general informative literature 


Function 6: To carry on research 


and market surveys 


This includes every phase of re 
search, investigation and _ fact-finding 
by mail . .. with many interesting 
angles and specialized techniques. 

> > > 

No one can do clear thinking (in 
the industrial or any other field) un 
less there is a complete understand- 
ing ol the four basi types ol direct 


mail and the six basic functions of 


direct mail.* 


So tar in this study (as in other 
studies) we've tried to set the stage 
tor more serious thinking by defin 


y 
ing what we are supposed to be think 
ing about. Pardon the use of statistics 
and possibly dry definitions. But if 
you are serious about learning more 
about industriai Girect mail these 
statistics and definitions will help. 

At this point, your reporter steps 
side . . . and lets the experts say 
what's what and whats wrong with 


industrial direct mau 


*_ f th " 

nal get wi wrmat 
“ ng lowmansni 4 na 
been covered im claborate ctal in ythe 
teature How t Think tudi Th 
Rep rier The ire iN al 

torn t [ im cx | ( I t nha 

i training 
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There’s Only One 
Dickie-Ravmond 


Sales Promotion Counsel 


Direct Advertising 


HAncock 6-3360 


How to 


Catch 


a Sale 


Do YOU SELL IN SELECTIVE MARKETS? 
Would you welcome nice warm sales leads now 
that the competitive heat is on, and sales costs 
have soared? 

Then consider direct advertising — professionally 
planned, professionally produced. For 33 years 
Dickie-Raymond has helped firms make personal 
selling more effective. In one case the average 
value in dollars of merchandise sold was doubled 
— through substituting mail-generated sales leads 
for cold calls. Another uses direct mail as a 
fill-in for salesmen’s calls, at one-fourth the cost. 
A third cut promotional cost per dollar of business 
sold over 92%. All through the application of 
proven direct advertising techniques. 

If you want to see how — send for “The Dickie- 
Raymond Story” — a booklet that tells what 
direct advertising can do — what it might do for 


you harnessed to your sales team. 








4 i 
! Please mail me a copy of your new booklet describing 
Dickie-Raymond services. 
| ) 
| NAME - | 
| | 
| TITLE — oe ‘ ns 
| Please attach to your business letterhead and mail to 
DICKIE-RAYMOND, INC. | 
| 521 Fifth Avenue a 470 Atlantic Avenue ! 
| c New York 17 Boston 10 | 

! 





HOW TO THINK ABOUT 


INDUSTRIAL DIRECT MAIL 








Section Ill: 





OPINIONS OF THE 


\s in all previous surveys, we con 
tacted a selected cross section of peo 
ple who have been active in the par 
ticular field. This time the cross se« 
tion included industrial advertisers, 
agencies specializing in industrial ad 
vertising, printers or counselors spe 
cializing in industrial accounts 
supplemented by personal interviews, 
visits to plants and other investiga 


tions too numerous to mention. 


It would be wonderful if we had the 


space ind time to include every word 
written to us on the subject. [mpossi 
ble. But on the following pages, you'll 
find excerpts from the best thoughts. 


, , 
First, trom the igencies, counselors, 


producers, et Then from people who 
tually working day by day in 


industrial adve rtising 


ire i 


It's important to read these opin 
ions carefully and thoughtfully, even 
though there may be repetition at 


times, and even though you (and this 


reporter) may disagree with some of 
the opinions 

In reading see if you can set 
iny pattern developing. Try to imagine 


that you are personally sitting in at 
1 convention “bull session’ . listen 


ing to a lot of sincere people taking 


down their hair . . . really trying to 
be helpful. What points in which 
opinion ire worth checking for 
further study? If you get confused 


ilong the way don’t be alarmed 
vecause a lot of people have been 
confused about the subject for many 
years. Including this reporter. 


At the conclusion of the opinions, 


we will try to fit the pieces into a 


definite pattern 





EXPERTS 


J. B. GRAY 


Gray & Rogers Advertising, 12 S. 12th St., 
Philadelphia 7, Pa 


[' has been my observation that the 
average industrial advertiser is in 
clined to buy direct mail advertising 
with a sharper pencil than other users 
of the medium, thus often depriving 
himself of the potentiality of true qual 
ity, and thus exposing himself to the 
hazards of false economy. 

Direct mail advertising is the best 
often the only medium—with which 
to “merchandise publication adver 
tistng to distributors and their sales 
men, manufacturers agents, stock- 
holders, prospects and customers; yet 
it is often difficult to persuade the in 
dustrial advertiser to use the medium 
consistently and well for this purpose. 
In short, some advertisers deliberately 
decline the opportunity to enhance the 
effectiveness of their publication ad 
vertising. 

In the industrial field, the value of 
factual simplicity is too widely ignored 
Facts, simply presented, are what in 
dustrial prospects ind ustomers want. 
They too often receive, instead, th 


lyrical nonsense of sales egotism. 


LEONARD J. RAYMOND 


President, Dickie-Raymond, 470 Atlantic Ave., 
Boston 10, Mass 


gm thing that continually amazes 
us is how often the straight ad 





vertising value of direct mail is over 
looked. For instance, say we make a 
100,000 mailing and draw returns of 
~ ... that’s 5,000 sales leads. Then 


sé 


the client figures his cost per lead 


based on the total cost of the mailing 

In doing this, he completely over 
looks the advertising value of the 
mailing. And this is an important over 
sight because the readership of direct 
mail is high. The JWT-Roper studies 
found that Ford direct mail had a 
“seen and remembered” rating ot 
61% ... and we've proved that its 
readership can be even higher on the 
basis of returns we've received. 

So it seems tair to charge off much 
of the cost of direct mail against its 
straight advertising value ... say 


) 


2/3 of its cost . . with the other 
1/3 used in figuring cost per lead. 
(Nobody would think of rating a T\ 
commercial or space ad solely on the 
basis of its cost per lead, without also 
considering its advertising value 


so why rate direct mail on that basis? ) 


This high readership of direct mail 
compared with other media could be 
talked up more, | think. I've seen 
some comparisons lately between Vari 
ous ad media, comparing them on the 
basis of cost per contact or cost per 
“call.” For example, take a look at 
Scotty Sawyer's article in the July 16 
issue of Printers’ Ink. The big item 
omitted here is a comparison of read 
ership . « « for cost per “call” doesn’t 
mean anything per se. The important 
thing is cost per reader (for its straight 
advertising value) . . . or cost per 


sales lead (for its sales value). Or 


both counts direct mail looks good in 


comparison with other media. 
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HOW THIS NEW MASS MAIL- 
ING METHOD COMPLETELY REV- 
OLUTIONIZES YOUR THINKING 


\ Now Mechanical Fingers 
do the work of / 
Dozens of Hufian Hands 


>. 
aoe" 
eo 








NOW MECHANICAL FINGERS gather, pick up and 

f tt ‘¥ = oa T r] Pa GS INSERT as many as 8 enclosures to the envelope 
—then seal, meter postage, count and stack. 

Resulting speed and savings effect a revolution 

& ae A ! L 8 ak G in thinking, planning and use of the mails. It’s 
no longer necessary to spend weeks rounding up 

' workers and clearing floor space to get out pro- 

M AC H IN E an Amazing Ease motions. Inserting Ps Mailing Machine is pt noe 
ready to prepare a few thousand pieces or a few 


and Economy Open the Door to hundred thousand. In one 8-hour day 40,000 


units can be sent to the post-office. Mechanized 
mailing is easier, less expensive. Most important, 


New Sales, Service, Profits it makes it possible to reach new markets. 











4 See how much 1 Explore new 
you can save } opportunities 
Ask for a time-cost study of r] Interesting booklet, Wider 
your mailing operation and Horizons with Mechanized 
the facts and figures of mech- y Mailing, is youn without cost. 
anization Use uggests many pos- 
coupon to receive I sibilities for 
individual Analysis saving 
& Proposal \] and ex- 
pansion with 
mechanization. 
eee ee ee eT) oe = oe oe oe 


INSERTING AND MAILING MACHINE CO., 
PHILLIPSBURG, NEW JERSEY 


() We'd like an ANALYSIS & PROPOSAL relating to 


our mass mailing operation. 


ee ea [] Send us WIDER HORIZONS WITH 
MECHANIZED MAILING. 


' 

INSERTING AND MAILING MACHINE CO. - Individvol__—__ — 
i 
i 





PHILLIPSBURG, NEW JERSEY Pedi —— ee 


CO icterentesmectenadattiin wo — 


7 $<. —_—— a 
GaTwees Ewciosuets wseeTs INTO ENVELOPE Seis fwvmLOrE PaIMTS POSTAGE INOICIA CounTs & sTaces 
il 8 0 i tl a a IT TR TPIS City _ — Zone_ Stote_ 











AT THE D.M.A.A. 
CONVENTION IN 
OCTOBER 
the 


st 


thing to do 
for 


st 


class direct mail 
ideas is to visit 
the 


st 


booth in the 
exhibit area 


... yes, in Booth No. 1 in 
the exhibit area, you'll find 
many new ideas—unusual, 
highly successful ways in 
which book matches have 
been used in direct mail 
programs. Keep Booth No. 
1 in mind when you arrive 
in Boston! 


7 
BOOK MATCH 
ADVERTISING DEPT. 


THE DIAMOND 
MATCH COMPANY 


Springfield, Mass. 
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H. B. HELM 
Vice President, Fuller & Smith & Ross, Inc., 71 
Vanderbilt Ave., New York 17, N. Y. 

hen you ask me what, in my 

opinion, 1s the secret of success 
in applying direct mail to industrial 
advertising, you are leading with your 
chin. As you should know by now, 
one of my pet peeves Is the idea that 
direct mail is in some way different 
from other forms of advertising. Or 
that industrial advertising, as such, is 
unique. 

In advertising, you're dealing with 
people. A man who knows his basic 
appeals, who knows how to talk to 
people in terms of what they want, 
and who has a flair for showman 
ship, can write good advertising re- 
gardless of the medium or product. 

I've heard it said that advertising 
is one-third common sense, one-third 
business sense and one-third technical 
skill. | don’t know whether the pro 
portions are exactly correct, but I do 
know they can be applied to produce 
good advertising in any medium or 
field 

You start with a given area of white 
space From then on, it ts up to the 
advertising man. If industrial direct 
mail is considered any poorer as a 
whole in its quality and sales pro 
ducing ability than the somewhat more 
deluxe ads in magazines and news 
papers, | would lay the blame right at 
the doorstep of the producers. Could 
it be that there is a tendency to put 
the better ad men on mass media 
rather than on direct mail? I'm afraid 
that it too often is the case. 

Because we at Fuller & Smith & 
Ross consider direct mail so important, 
the same copy-contact man and art 
directors who do the space ads also 
prepare direct mail material for our 
clients. 

It’s true, of course, that direct mail 
has its own jargon, and requires spe- 
cialized production knowledge. But 
technical knowledge is no substitute 
for advertising ability. A good creative 
man may know little about paper, 
trick folds and reproduction processes 
ind still be able to prepare a_ better 
selling piece than the direct mail ex 
pert who knows the tricks of his 
trade, but is not a sound thinker and 
creative man 

It all comes down to the fact that in 
any kind of advertising there’s no sub 
stitute for brains and creative ability. 
There are no formulas for industrial 
direct mail, no short cuts to success. 
You simply sweat it out, regardless of 
whether it’s a bulletin to salesmen or 
a four color page in the Saturday 


Evening Post 


J. R. HESS 
Direct Mail Manager, Ketchum, Macleod & 
Grove, Inc., 411 7th Ave., Pittsburgh 19, Pa. 


W: have found that most indus 
trial ad managers agree that they 
should be doing more in direct mail 

since it is a “natural” for pro 
moting sales to limited markets. But 
they just don’t “get around to it” as 
the pressure of space advertising com 
mitments and other media tend to 
reduce direct mail efforts. And very 
often when direct mail pieces are final- 
ly produced, they reflect lack of plan 
ning and real awareness of the ob 
jective. 

In general, I'd say that most indus 
trial direct mail misses its mark be 
cause it isn't presented in an interest 
ing fashion. Copy lacks sparkle, art 
work is poor, layouts jam-packed with 
too much material. 

In my opinion, the real secret of 
success in industrial direct mail adver 
tising is no secret at all. It just calls 
for good common sense and continued 
action! Our formula is to first deter 
mine the market and the sales objec 
tives. Then once you know who the 
prospects are and where they are, hit 
em at least once a month with high- 
quality, interesting, sales promotion 
material . . . and be geared up to 
follow inquiries promptly. The prob 
lem is to do the job right at every step! 


Cc. REID WEBBER 

Webber Advertising Agency, Peoples Na- 
tional Bidg., Grand Rapids 2, Mich 

| think each direct mail piece should 

be focused at the interest of a 
major factor (a person) in the decision 
to buy. Each piece of a series should 
be focused at the interests of different 
executive levels . . . with the re-ar 
ranged summaries of why this buy 
should appeal to the president, the de 
signer, the production man, the sales 
manager, the promotion manager, the 
purchasing agent, the legal counsel, 
the auditor-comptroller and __ finally 
even the personnel man or publicity 
man. 

Every important purchase is influ 
enced and its benefits for all should 
be understood, sooner or later by all. 
If everyone has been consulted or has 
his say, he will have participated in 
the decision to buy. He will help make 
it work. 

Further, most direct mail plans are 
too spotty, too individual, not sus 
tained for long enough periods or fre- 
quencies. They should bear a family 
resemblance to capitalize on the pre 
vious releases. That’s more often than 
not overlooked. 
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ARNOLD ANDREWS 
Andrews Agency, Incorporated, 1037 N. As- 
tor St., Milwaukee 2, Wis. 
(His campaign for LeTourneau-Westinghouse 


won the 1954 Putnam award.) 


S ince our agency specializes with 
clients who sell “heavy” industrial 
equipment, it’s natural that our think 
ing on direct mail, as well as other 
phases of advertising, reflects the spe 
cialized problems we face in dealing 
with capital industrial goods. 

For instance, in the LeTourneau 
Westinghouse campaign included in 
our 1954 Putnam Award entry, we are 
selling units that cost from $18,000 to 
$65,000 each. Frequently this equip 
ment is sold in fleets costing $100,000 
or more. 

This means we have two very ser 
ious problems on direct mail: 


1. To get it through to an executive 
who can authorize expenditure of 
$100,000 or more for make-or-break 
equipment. He's a big wheel . . . has 
a staff to screen him from both sales 
men and reading material. He spends 
a lot of time away from his office 
he has a long list of people to see and 
things to do when he’s “in.” 


2. He doesn’t buy on impulse, be 
cause he’s buying expensive capital 
equipment. Nuts and bolts purchases 
are delegated to someone else. There 
fore he studies, consults, compares . . . 
then buys on the basis of what the 
equipment will do for HIM. Company 
and brand names are not too impor 
tant. It's performance that counts. He’s 
long ago become allergic to unsupport 
ed sales claims of “best,” “outstand 
ing, “big output,” etc., etc. He wants 
facts and proof! 

To get through to him, we've found 
the most effective method is a person 
illy addressed, personally signed letter, 
dealing with a specific subject of per 
sonal interest to Aim along with 
printed ma- 
terial. Seldom do we broadcast a gen 


enclosures of pertinent 


eral message to an entire mailing list 

. because the mine superintendent 
doesn't care how good our machines 
can skid logs 
doesn’t care how fast they can plou 
farmland. 


the road contractor 


Sure, personalized letters are ex 
pensive per prospect. But they get 
more results per dollar by such a big 
margin that I question very much 
expensive 
major equipment. Of course, we do 


using mass mailings on 
occasionally use mass mailings to reach 
buying influences in lower echelons of 
organizations. But not often. 

Some companies now realize, and 


other soon will, that mechanization 
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Tempt more 


readers inside 


with 


HAMMERMILL 
COVER 


Wins and holds attention for your promotion pieces 


with its 5} outstanding advantages 


1. STRIKING APPEARANCE 


For irresistible eye appeal, Hammer- 
mill Cover is produced in a rainbow 
array of eleven lively colors and a 
clear, bright white—all scientifically 
selected for their popularity. They 
provide soft, warm backgrounds for 
colored inks. And you can obtain 
Hammermill Cover in a choice of dis- 
tinctive finishes— Antique and Ripple, 
Brushmark and Morocco. What’s 
more, all Hammermill Cover has high 
bulk for weight, resulting in a rich, 
substantial feel. 


2. SUPERIOR PRINTABILITY 


Hammermill Cover has a uniformly 
resilient printing surface for letter- 
press or offset—in all finishes. Its firm 
texture takes and holds inks properly. 
And it prints rapidly, enhances the ap- 


Made with the skill and care given 
to Hammermill Bond, Hammermill 
Cover is one of a score of adver- 
tised Hammermill lines your cus- 
tomers know and want. 


pearance of halftones, line cuts, solids, 
ornaments and type. Antique and 
Ripple finishes are exceptionally like- 
sided for “work and turn” printing. 


:3. RUGGED DURABILITY 


Unusual strength is a basic quality of 
Hammermill Cover. Made from 
strong, virgin spruce fibers, it will 
withstand repeated handling. And it 
has toughness together with pliability 
to fold and crease cleanly without 
cracking. 


SHOW YOUR CUSTOMERS plain and 
printed samples of Hammermill Cov- 
er. You will find it sells itself when 
you recommend it for catalogs, broad- 
sides and booklets that command at- 
tention and tempt readers inside—the 
kind of printing that pleases buyers 
and wins repeat orders. 








ONE COMPANY PRODUCED 


187,800 Letters 


ON ONE TYPEWRITER 
IN 6 YEARS, USING 


Automatic Typing 





The Auto-typist method of precomposed letters and paragraphs is the 
modern, efficient way to turn out personalized letters in volume at low 
cost. Each letter can be personalized with fill-ins. On the push-button 
model Auto-typists even whole paragraphs can be selected so that each 
letter can be different from every other letter in the mailing. This labor- 
saving equipment could well be the wisest investment your company 
ever made. 


Let us send you complete information about Auto-typist 
and how it is used in business today 


AMERICAN AUTOMATIC TYPEWRITER COMPANY 
614 North Carpenter Street * Chicago 272, Illinois 


Dept. 29 


World’s Largest Manufacturer of Pneumatic Typing Machines 


MUST be applied to selling exactly as 
it has been in plant production opera 
tions. It takes top merchandising 
enginecring to do this job with trade 


paper advertising, direct mail, and 


sales-making literature, just as it took 


cXpensive engineering and good me 


chanics to do the same job in _ the 


factory 


PHILIP |. ROSS 


Philip |. Ross Company, 38 E. 57th St., New 
York 22, N. Y 


de can't think about industrial di 
rect mail advertising the way you 
would about general direct mail. We 


are living in a technological world ot 
engineers, scientists, craftsmen, and 


technicians. Industrial direct mail deals 


with capital goods and raw commod: 


i 
ties in the industrial field. Machinery, 


chemicals, electronics, heavy duty 
equipment either for consumption 
or resale these are the wares of 
the people engaged in industrial 


! 
marketing 


[The average copywriter is usually 
a consumer of many of the things he 
sells. He can quickly put himself in 
the position of the reader of his adver 
tising. It is quite another story in the 


sale o industrial commodities. Here 


the consumer appeal is foreign to the 


ipproach ot industrial commodities. 
The language is different. The ap 
proach is different. And the whole 
technique, while aiming at the same 


objective of a sale, is different in that 

it concerns itself with factual data 

authentically documented. technically 

correct: with the absence of the hokum 
} } 


“a 
ind hyperbdok 


JOHN D. YECK 


Yeck and Yeck, Talbott Building, Dayton 2, 
Ohio 


| think we ought to talk about “busi 


ness advertising — or idvertis 
ing to business [ cant get “indus 
trial advertisers to agree on what 


‘industrial advertising” is. Most peopl 


say its ad ertising done ”y manufac 
turers to manufacturers. I think the 
methods of idvertising to Ousiness are 
different than the problems of adver 
ising to consumers, but all companies 
which advertise to business have a 
great deal in common and that word 
industrial” scares a lot of them away 
You ask about “the real secret’. 
Don't know any secret, but my idea of 
the best bet for success is to keep 
business advertising “sales-centered”™ 
Most “business” advertising, in my 


experience, directly supports a sales or 
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ganization . . . or should. I think the 
biggest errors are made by _ business 
advertisers when the sales department 
gallops in one direction and the ad 
vertising department in another. Their 
planning, goals, activities and timing 
should all be completely coordinated. 


There can be no advertising success 
unless it is translated into a sales suc 
cess. Therefore, all advertising should 
be “salescentered.” It should be 
planned to help solve a specific sales 
problem. Too many advertising cam 
paigns start with a “bright idea” (often 
lifted from some other advertiser 
with entirely different sales problems), 
instead of a sales problem. They are 
artistic successes but financial failures. 


JOSEPH HEILLIG 


General Manager, Direct Advertising Co., 
1551 Bishop St., Montreal, Quebec, Canada 


W: have created quite a lot of cam 
paigns designed to open doors for 
salesmen, to do a regular “keep,sold’ 
job between sales calls, to produce live 
inquiries for salesmen to follow up, 
or to create a favorable preference for 
1 company. Our basic philosophy is 
this: If it’s at all possible, give your 
prospect something he can use, in addi 


tion to your advertising message. 


Give him something that will help 
him in his work technical infor- 
mation, tips, ideas anything that 
will be of genuine interest or value. 
It’s not hard to do. In industrial ad 
vertising, you're usually talking to 
men who have some kind of technical 
problem in addition to the purchas 
ing agent, of course. Technical men 
are eager for information. You almost 
always know more about your particu 


lar field than your prospect does. 


Seems like technical buyers can't get 
enough information. Give it to them, 
or offer it, and your advertising mater 
ial gets read. It gets read, and the sales 
man who follows it in the next week 
is a nice guy, who represents a good 
company. What better buildup could 


a salesman ask? 


JOHN WILLIAMS 


Kelly & Lamb Advertising Agency, 897 Higgs 
Ave., Columbus 8, Ohio 


we postwar role of the direct mail 
“salesman” has increased as com 
petition has become keener and sales 
costs have risen. We use direct mail 
to save the salesman’s time .. . to 
line up hot prospects and reduce cold 
calls . .. to provide prospects with 
basic information so the salesman can 
start his sales pitch on a higher plane 
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Lent, onsets the quettion --. 


“What makes you believe a letter 


is important...even before you read it?” 


You open an envelope, glance at the letter and let it drop 
into the waste basket. Why? You open a second envelope, 


glance at the letter and lean back to read. Why? 


It couldn’t be the words as you did not have time to read 
them. The truth is, you got an impression . a favorable 
impression from the excellent design of the letterhead and 


the feel and appearance of the paper. 


Yes, fine rag paper does have a positive psychological effect. 
8 pal I Ps} 7 

In your own life you have your baptismal record, diplomas 

from school, awards you have won, war bonds, the title to 


your home and so on. 


Today, when you handle a firm, crisp sheet of rag paper you 
unconsciously feel that this piece of paper is important too, 


and you stop and examine it. 


The next time you need letterheads, 
remember the impression value of good 
paper. Ask your printer for samples of 


fine rag paper by Neenah. 





— 


To plan business stationery that will be 
PREFERRED, ask your printer for a free 
copy of the “Neenah Guide to Preferred 
Letterheads.” This exceptional book is based 
on a four-year survey by the Neenah Paper 
Company. 
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NEENAH PAPER COMPANY, 


Neenah, Wisconsin 





Ss 
wew Let TERHE Ap 


KEEP IN 


TOUCH 


with Letterhead Trends 


Lasy to do. Have your name 
put on Rising’s list to re- 
ceive their seasonal portfolio 
of outstanding letterheads 
collected from all over the 
country naturally on 
Rising paper. Keep in touch 
with who's doing what in 
unusual letterheads. Build an 
idea file for that “let’s-get- 
up-a-new-letterhead” day. 


Rising Paper Company 
Housatonic, Mass. 
Please send copy of portfolio 
Vew Letterheads 
of the Season” 


Name 


Fim Name 


of Business 





. . . to promote less popular items in 
a line . . . to span the time gap be 
tween salesmen’s calls . . . and to 
handle dozens of special problems, 
such as getting customers to destroy 
obsolete catalogs and price lists. 

We believe that in industrial direct 
mail, a prospect important enough to 
be on the list should receive the next 
best thing to a personal call by the 
salesman a personalized letter. And 
we have found that a series of per 
sonalized letters mailed about one or 
two weeks apart do a much better 
job than a single letter. 

Although we occasionally make a 
gadget mailing, we have found that 
most cam paign objectives call for 
straightforward letters giving advan 
tages and “reasons why” the prospect 
should respond. For immediate re 
sponse, we use a series of multigraphed 
letters with matching fill-ins. Where 
the campaign extends over a period of 
time we also use running headline 
multigraphed letters. Most mailings 1n 
clude product literature. 

One problem we have run up 
against is the lack of interest of sales 
men in furnishing names and ad 
dresses of prospects for a direct mail 
campaign. This is especially true tor 
a client who has not previously used 
personalized direct mail. After a cam 
paign has produced inquiries, the sales 
men become more interested in adding 


names. 


FRANK M. HUTCHINS 


President, Hutchins Advertising Co., 42 East 
Ave., Rochester 4, N. Y. 


Each mailing should be aimed at a 
I specific market. You should not try 
to cover the waterfront with one 
mailing. 

2, Whenever possible, a return card 
should be included with the piece of 
direct mail. 

3. The entire sales organization 
should be sold on the penetration of 
direct mail. It’s a chance to tell a com 
plete story in one unit. 

4+. To be successful, you have to 
keep at direct mail. One, two or three 
mailings may not do the job. It may 


take ten. 


HOWARD SWINK 


Howard Swink Advertising Agency, 372 E. 
Center St., Marion, Ohio. 


(>= current thinking on industrial 
direct mail is based on two bask 


ide is 


things: (a) The salesman must be convinced 
that direct mail is an effective tool to help 
him sell, and: (b) the direct mail piece must 
ble light to 


the prospect, paving the way for his call 


present the salesman in a favora 


Today, in working with our indus 
trial accounts, we operate on a con 
cept of “service-selling.” 

TOW MOTOR 
manufactures industrial Fork Litt 


One of our clients 
Trucks, a fairly expensive piece of 
equipment. The product offers many 
advantages and benefits saves time, 
cuts labor costs, increases storage space, 
etc., but is not conducive to mail sell 
ing it requires personal contact. Our 
direct mail efforts to a select group ol 
prospects strongly stresses how TOW 
MOTOR Fork Lift Trucks help solve 
materials handling problems prob 
lems of which the prospect sometimes 
isn't even aware. Copy also emphasizes 
the experience and qualifications of 
the local representative who can help 
solve those problems. Inquiries are so 
licited, usually augmented by a prem 
ium “hook” (sending for case studies, 
booklets, etc.). 

Then, of course, the salesman fol 
lows the inquiry, visits the plant, ana 
lyzes handling methods, and makes 
suggestions on where and how TOW 
MOTOR Trucks and accessories can 
be used to best advantage. By work 
ing with the prospect on his problem, 
the salesman is rendering service. 

Now, in theory this type of plan, 
which coordinates the mail effort with 
the salesman’s effort, is excellent. BUT 
in actual practice many times such a 
plan falls considerably short of the 
mark. That is why, as in the case of 
TOWMOTOR, we try to hit the 
salesman with direct mail just as hard 
as we hit the salesman’s prospect, and 
in addition, have devised a system to 
“tollow up the followups” so to speak 
to keep the salesman in there 
hitting hard all the time. 

One criticism of industrial direct 
mail practice is that industrial adver 
tisers create and produce good-look- 
ing, effective direct mail pieces which 
interest the prospects and produce the 
desired inquiries. But then, the whole 
process seems to bog down. Inquiries 
are not followed up and sold as they 
should be. Is this a reflection on the 
ability of the sales force? Perhaps. But 
part of the responsibility lies with the 
sales and advertising departments of 
the company. 

There's one other point which can’t 
be emphasized too strongly. It’s on 
the subject of adequacy. The impres 
sion we get of a great deal of indus- 
trial direct mail is that it has been 
sent out “because it seemed like a 
good idea at the time.” 
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Industrial direct mail perhaps 
more than any other form of direct 
mail — should be thought out and 
planned trom start to finish. It must 
be adequate. 


FRANKLIN G. BEEZLEY 


Industrial Copy Director, Bert S$. Gittins Ad- 
vertising, 739 N. Broadway, Milwaukee 2, 
Wis. 


\X Je prepare and produce a good 
deal of direct mail material for our 


industrial clients. From this experience, 


i 


) 


YOYYYNYY 
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we have come to some conclusions con 
cerning its value. 

We believe direct mail has an im 
portant place in every industrial con 
cern’s advertising program. In order 
for it to be most effective, however, it 
should not lean on gimmicks, but 
rather stand on facts. Plenty of facts 
about the equipment or services of 
tered spelled out in terms of the 
user is, to our way of thinking, the 
most important single factor in success 
ful direct mail. And there's a good 
reason for this. 

Buyers of industrial equipment are, 
for the most part technically-minded 
people. They want to know what the 
product 1S, how it operates, and what 
it will mean to them in increased pro 





fits or in an improved machine. The 
more intricate or expensive the pro 
duct, the greater the need for tacts 
clearly and fully explained. 


GEORGE T. METCALF 


President, George T. Metcalf Co., 31 Canal 
St., Providence 3, R.! 


— products are bought only 
after consulation with a group of 
executives and only after someone in 
authority has approved the purchase. - 
Therefore, it is futile when B seerms Raymond Lufkin 
an industrial product by direct mail to : 
aim at getting an order immediately. 


12.4 West Clinton Ave., 


The objective should be to get in Th. Tenafly, New Jersey 
quiries which can be followed up by 


a salesman. 

The medium for developing in 
quiries does not need to be elaborate 
or expensive. In our experience, a mul 
tigraphed or Auto-typed letter with a 
return post card is sufficient and the 
postage does not need to be first class. 
By this method returns of 10° or 
15“ can often be obtained. In fact, 
years ago I got 32% returns from one 
letter by this method, although I have 
never been able to duplicate it since. 
Che percent of returns depends a lot 
on the type of product and its relative 

saucers should be pun hed with my usual holes 


newness. 
t with this side-stitched book, look how it folds! 
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MAIL 
ORDER 
LIST 
BROKERS 


We are specialists 
in finding suitable 


lists for large mailers. 


We are specialists 
in finding suitable 


customers for owners’ lists. 


iy 


JAMES E. 
TRUE 
ASSOCIATES 


‘“Jim’’ True 


“Hank’’ Ruby 


Charter 

Member 
National 

. il 

Council of Cee: 

= Mailing list = 

NW HI! 

Mii Brokers 
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James E. True Associates 
419 Fourth Avenue 
New York 16, New York 


mM 
Hi i Mat 


Hitt il? 


When inquiries come in, then is the 
time to splurge. Send the interested 
party the works and what you send 
him should be well prepared and can 
be relatively expensive because you are 
not broadcasting it; you are reserving 
it for interested parties only. 


After the inquiries have been an 
swered, the salesman should be in- 
formed about them promptly and in 
detail and 
tablished to make sure the salesmen 


a followup should be es 


call on the 
referring the inquiries to the salesmen 


prospects. In fact, when 


for followup, the salesmen should be 
impressed with the fact that you are 
giving them prospects and not sus 
pects. Finally, accurate records are 
necessary to determine how many in 
quiries resulted in sales and to which 
mailing or mailings sales should be 


credited. 


FERD NAUHEIM (Counselor) 
Woodward Building, Washington 5, D.C. 


he campaign aimed at many 
thousands of suspects is popularly 
called a “Buckshot Campaign”. When 
the list is narrowed down to a few 
thousand or a few hundred selected 
prospects it is dubbed a “Rifle Cam- 
paign”. But when you pull the rope 
still tighter and bear down on a mere 
handful of your juciest, ripest plums 
that’s what I call a “Tweezer 


Campaign’. 


Working with two clients during 
the past year, | found that although 
each had a fairly broad field of suspects 
there were isolated prospects who of 
tered the potential. 
These were big-name firms with im 


greatest possible 
mense buying power. For one client, 
we decided to do a special “ [weezer 
the pick of the pack. 


tweezers to compile a 


Campaign” on 
We used the 


mailing list of 30. 


Che primary objective was to create 
a type of direct mail that, without 
question, would reach and command 
the full attention of the key execu 
tives. Second, by the time the cam- 
paign was completed the key man 
would desire an appointment with the 
mailer. Finally, the theme of the cam 
paign was to be the strongest selling 


point the mailer had to ofter. 


These objectives were accomplished 
through the mailing of packages. At 
tractively gift-wrapped, hand-addressed 
packages get through to the addressee. 
Chey were given immediate and pet 


sonal attention. The contents of the 


packages were chosen because they 


symbolized the key selling point. 


The mailings were made to only 
five prospects at a time. All three pack 
ages were received in an eight-day 
period. On the tenth day the phone 
call was made. 80% of the prospects 
made appointments when phoned. To 
date 50° of the interviews have been 


converted to sales. 


Industrial mail advertisers must give 
immense consideration to the volum« 
of competitive direct mail their pros 
pects receive. The attention and inter 
est being sought must be merited by 
logical departures from routine meth 
ods. Such departures must be soundly 
planned to avoid being foolish, tan- 
tastic or irrelevant. Because they are 
off the beaten path it is unusually im 
portant that their direction be un 
swervingly direct to clearly visualized 


targets. 


RAE M. SPENCER 


President, The Davis Press, Inc., 
St., Worcester 8, Mass 


sag the reason that there is so 


little material on industrial direct 


44 Portland 


mail is because in sO many cases it is 
a by product of an executive whose 
main interest is either sales or man- 


agement. 


For instance, in our locality, which 
you would think of as a very profit 
able industrial one, there are very few 
advertising departments, as such. The 
planning and production of advertising 
and printed matter may be in the 
hands of a busy president, treasurer 
or general manager. We even work 
with one or two firms where the pur 
chasing agent has “had advertising 
wished on to him much to his 
disgust. 


Blessed is the president or general 
manager who, even though he does 


not have an advertising department, 
realizes that advertising 1s a sales tool 
and that all advertising is related 

trade paper, direct mail, packaging, 
publicity releases, etc. He is more likely 
to make the sales department respon 
sible for the coordination of the ef 
torts along this line. It is strange, how 
ver, how few sales departments re 
alize the value to them of the printed 
word. It they recognized how much 
easier their work would be, when the 
path to sales was smoothed ahead, or 
their calls were properly followed up, 
there would be twice as much direct 


mail. 
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WILFERD A. PETERSON 


Vice President, The Jaqua Company, 101 Gar- 


den St., S.E., Grand Rapids 2, Mich. 


\W/° have developed through the 
years many plans whereby the 


manufacturer's agent or the distributor 
selling to industry sends us in a list 
of names for our client. We then 
send a series of mailings to that list 
which helps the wholesaler’s salesmen 
or the manufacturer's agent do a bet 
ter job when calling on the prospect. 

From the standpoint of the distribu 
tor’s salesmen who makes calls with a 
huge book, the direct mail may actu 
ally help to get the prospect to ask 
about the specific product about which 
we have sent him a mailing. 

In the case of the manufacturer's 
agent, of course, he is more likely to 
concentrate on fewer products and 
therefore the mailing in advance ol 
his call helps to pave the way and 
do a pre-selling job. 

Because of our knowledge of the ef- 
fectiveness of direct mail, we invari 
ably play up in the ads we develop for 
clients, a booklet, bulletin, or a cata 
log. The result is, | know, that we 
get far more inquiries trom the trade 
paper ads we prepare than the aver 
age agency does where the tendency is 
to neglect direct mail and neglect to 
put some kind of an action-getting in 
ducement into the trade paper ad. 


FRANK B. SOHL 


President, Githens-Soh! Corp., 203 E. 12th St., 
New York 3, N. Y 


I seems to us that in this industrial 
field, you should plan to use all the 


basic rules of printed salesmanship... 
TIMES TWO! .. .. for the guys on 
this mailing list are SO DIFFERENT! 

In the hands of the professional pur 
chaser (purchasing agent), executive, 
or engineer, the industrial printed 
salesman” gets that cold and calcu- 
lated look. This printed selling tool has 
to show real, concrete advantages e 
soundly authentic . . . well organized 

to hold the coldly logical and 
analytical mind of its reader. It should 
also be so attractive that it earns its 
way into an order or the reterenc 
file instead of the wastebasket. 

With industrial direct mail, you 
should plan to use all the basic rules 
of printed salesmanship TIMES TWO! 
Double your effort on QUALITY. 
Naturally, start off with convincing 
copy, good layout and smart artwork; 
photos carefully chosen and retouched 
help, too; good typography and print 


ing are an absolute must! 
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THE WEW LINE oF 
SHOW FORTUNE GBNP* 


CHRISTMAS LETTERHEADS 
24 gorgeous Christmas Letterheads lithographed in full color. 
New designs and creations that make you money. 


8 full color lithographed envelopes in Christmas designs. 

Also two plain envelopes in same stock to match letterheads. 

Low prices to give you more profit! 

Samples free and postpaid. Just send coupon below. 
BOOTH NO. 1 
BOSTON SHOW 


M.A.S.A. 
OCTOBER 9-12, 1954 


Letterheads 


LIKE THESE— 
IN FULL COLOR! 


LETTERHEAD NO. 714 


GBNP* 


*MEANS: “GREETINGS 
BY NEWBERN AND 
PARKMAN” 


Manufactured by the 


NEWBERN CO. | 


ARLINGTON, TEXAS 


Py 


LETTERHEAD NO. 720 


Mail this Coupon Today! 


THE NEWBERN COMPANY 

ARLINGTON, TEXAS 

MANUFACTURERS OF THE FORTUNE LINE OF GBNP CHRISTMAS LETTERHEADS 
AND ENVELOPES 

PLEASE SEND PROMPTLY, FREE AND POSTPAID WITHOUT OBLIGATION, THE 
NEW 1954 GBNP LINE OF CHRISTMAS LETTERHEADS. 


FIRM NAME 
ADDRESS 


CITY & STATE 











The NEWEST and BEST 


in all 


ADVERTISING MATERIALS 
and SERVICES 


will be found at the 


Third 


DVERTISIN 
ESSENTIALS 
SHOW 


Grand Ballroom and 
Adjacent Ballrooms atop the 


HOTEL BILTMORE 
New York City 


NOVEMBER 15th, 16th & 17th 


f you BUY or if you SUPPLY 
PRINTING PAPER BINDING TYPE 
MAILING LISTS ENVELOPES LITHOGRAPHY 
VISUAL AIDS - ART SERVICES - DISPLAYS 
OFFICE EQUPMENT - SPECIALTIES 


OVER 9,700 ATTENDED LAST SHOW! 


Write Now for Tickets or full 


informatior about Exhibit Space to 


ADVERTISING TRADES 
INSTITUTE, INC. 


THOMAS 8B. NOBLE 

SUITE A554 

270 PARK AVENUE, NEW YORK, N. Y 
MURRAY HILL 8-009! 


Chairman 


Next Sales Aids Show, May 23, 24, 25, 1955 


Hotel Biltmore, New York 





L. S$. RONEY 


Vice President, Franklin Printing Co., 23rd & 
Chestnut, Philadelphia 3, Pa. 


| think the FIRST requisite of good 


industrial direct advertising is a 
clear understanding of just how it is 
to be used and what it is expected to 
accomplish. Let's just take a few of 
its possible duties 

| get inquire trom interested pros 


followed up by the sales force 


I 
pects to De 
I 


d precede the salesman’s visit and 
make the prospect want to hear his story 

3. To follow the salesman. reminding the 
prospects of the sales points made 

’ To be used b the salesman in his sales 
presentation and left with the prospect 


2 To take the place of the 
handled more profitabl 


salesman on 
items which can 
b mail order 
6. To expar customer's acquaintance 
with the compl ine of products 


To serv reminder to the customer 
for reorders 
8. To quickly announce a new product 


ex} re pos ible new ip lications if 


tthen a product's background 
g 


xcceptance casicr 


I have noted a recent tendency, par 
ticularly on the part of several agen 
cies, to be overly elaborate in the phys 
ical presentation at the expense of 
material more essential to advancin. 
the sale of the product. This seems to 
be on the assumption that the pros 
pect will look but he won't read. Nu 
belief could be further from the fact. 
No prospect group is more willing to 
read or more avid for information. The 
planner needs to recognize this fact 
and take advantage of tt. 

Case histories still have the strong 
selling value they have always had. 
They are sure-fire to readership. How 
ever, to be really effective they need 
to be done in a series with some strong 
tie-up between pieces for memory value. 
Incidentally, | have noted some tend- 
ency recently to shorten the case his 
tory by tailing to deal adequately with 
the situation or problem the product 
had to meet. If this isn’t clear the 


whole point of a case history is lost. 


ROBERT G. SILBAR 


Account Executive, Direct Mail Division, R. L. 
Polk & Co., Detroit 31, Mich. 


While there is no quarrel with trade 
paper advertising, which has a definite 
place in an advertiser's budget, most 


trade publications have become so 
bloated with advertising in recent years, 
that a full page ad, competing with 
every other full page ad, is lost in the 
wilderness. A machinery manutacturer, 
for instance, wants to be represented in 


his favorite trade publications because 


he sees his competitors advertise there. 
But he overlooks the basic reason for 
advertising. It is not merely to be 
counted among those present, it is to 
sell goods. 

It would be far better for an in 
dustrial advertiser to direct his adver 
tising arrow straight to his most logical 
a concentrated 
direct 


prospects by means of 
direct mail approach. Using 
mail, his pieces would not be ham- 
pered by competition with other ads, 
each crying for attention. He would 
not be required to tell his story in the 


x10” page size. He 


—r 


contines of a 
could tell his complete story, mot just 
a part of it. 

Too often, when an industrial ad 
vertiser uses direct mail, there is a 
tendency merely to reprint a magazine 
ad. This overlooks the prime purpose 
of mail advertising to tell the pros 
pect 4“ here to buy the equipment lo 
cally. In the field of industrial market 
ing all sales are local, just as they are 
in other fields. Direct mail, imprinted 
with the name and address of the 
nearest dealer outlet, can do more for 
an industrial advertiser than a maga 
zine ad which merely asks tor in 
quiries to be sent to the manufacturer, 
who in turn must relay them to his 
dealer outlets, who in turn must con 
tact the prospect. It is far better that 
the source of supply, locally, be iden- 
and that is 


a job industrial direct mail can do best. 


tified right at the start 


1. H. BLOOM 


President, Direct Mail Service, Inc., 930 Penn 
Ave., Pittsburgh 22, Pa 


he difficulty, as I see it, is that 
too few of us who are interest 
ed in direct mail realize that the prin- 
cipals which govern the use of the 
mails in consumer and mail order ac 
tivities do not apply very much to the 
many problems that confront the in 
dustrial advertiser. In the case of con 
sumer and mail order campaigns, the 
stress is on direct returns and the 
“tricks” of the 
attempt to increase these returns. But 


trade are used in an 


the industrial advertiser is not con 
cerned very much with immediate re 
more with 


turns. He is concerned 


“sales conditioning” his. markets to 
help his sales organization and to lay 
a foundation for future product ac 
ceptance. 

The cycle of an industrial sale may 
involve a long time. In many cases, 
a period of several years may elapse 
from the time an interest is first cre 
ated for industrial goods until the day 
the order is actually placed. The sell- 


ing cycle, therefore, parallels this time. 
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Every contact made by an advertiser 
during this “cycle of selling” may have 
an influence on the actual placement 
of the order. 


ROY G. RYLANDER 

The Rylander Company, 216 W. Jackson 
Bivd., Chicago 6, Ill 

S ome firms may sell to industry by 


mail alone, but in the heavier in 
dustries direct mail does its best work 


in supplementing the work of the COTTON PAPERS 


sales department. 


" Ul] 
Well-planned direct mail does an ex WAS Up 


ceedingly good job of acquainting the 

prospect with the line . . . pre selling, RECT MA [ 
as it were, describing and picturing the DI 

features of a product, and creating a 

friendly, receptive atmosphere for the Ask your printer to show 


you samples for your next 
Direct Mail Piece 


salesman when he calls. This tech 
nique works best when the advertising 
department and the sales organization on hh eee ce 2 ee od Eel may an. 
work together as a team. The “home VELLUMS ae) ee eee ee, eee 


office” keeps the salesman informed 
FOX RIVER PAPER CORPORATION 


of the mailing program. It sends him 
; Appleton, Wisconsin 


copies of the mailings as they are 
made and “sells” the salesmen them 
selves on the fact that the company is 

spending real money on direct mail . SN - 
to make their work more efficient and > 


productive . . . to secure leads and to 
represent him between calls. 


The salesmen, on the other hand, 





can help tremendously by providing 

y . CORPORATIONS WHO BUY GIFTS—$10 PER M. 25,000 
and maintaining accurate mailing lists 1. cous of eae alee Es as a 
in their territory. But additional work mas gifts in bulk for distribution to stockholders. Com 
pany Officials, Clients, Customers and employees. Geograpt 
needs to be done in this area for cally by state. Includes names of gift buyer 


salesmen are not always inclined to do 2 KOREAN VETERANS—$15 PER M. 6000,000 names of 
° Korean and European Veterans. Selection by state only 
the necessary detail work with any Cunanh tieinem 


yreat enthusiasm. 3 CATHOLIC LISTS—$20 PER M. A-—500,000 Members of 
, e atholic Labor Unions. B—4C0,000 Contributors to a 


arge Parochial School and Church project in the Far West 
These sts raised several million dollars 


CLAUDE GRIZZARD, IR. 4. the ong ry ey AGENCIES — y ~S. 


Complete of all itary and civilian 


Grizzard Advertising, 342 W. Peachtree St., hasing Agencies 
N. W.. Atlanta 3, Ge 5. NATIONAL LIST OF DISCOUNT HOUSES — $20 PER M 
. ’ ’ ° 2,000 


6 NATIONAL LIST OF PARTY PLAN OPERATORS AND 
he most important thing to our * JDBBERS — $20 FOR LIST 


way of thinking is to get the re 7 op 5 EXECUTIVES, MAIL ORDER GIFT BUYERS 
i * $15 PER M 


Write on your business letterhead for 
write for a booklet, ask for informa free copy of our Mailing List Catalog No. 9 


tion, participate in a survey. If possi DUNHILL INTERNATIONAL LIST CO.. INC 
ble make it something that requires 565 FIFTH AVE. AT 46TH ST., 


NEW YORK 17, N. Y. @ PL 3-0833 


cipient to do something. Get him to 














salesman participation something 
that opens the door for a sales call 
which might otherwise not have been 
opened. . 
{ , Sales come eas 
These inquiries cannot be for just ier when your ad 
vertising, letters, and 
any booklet or any information. If you follow-up materials 
produce material that is worthwhile, have the “already 
eeecceeee. eeccece 


MAKE ‘EM LAUGH! 


Friendly prospects buy quicker Make 
yours laugh with the “Let's Have Better 
Mottoes monthly mailings. Unusve 
effective economica exclusive. Write 
for detaiis on your business letterhead 


FREDERICK E. GYMER 
2125 £. 9th St Cleveland 15, Ohie 


4 from the successful” look, es 
pecially on a new 
BrcinNING venture. To get the 
copy right and the 
layout bright, let Bob 
Rainey expedite the whole production for 
you. Write today for proof that it pays to work 
with “the advertiser's handy man.” Address 


AD SCRIBE ‘50° North Canton, Oho 


ee ee i ee 


industrial clients will want it... but 
they cannot be fooled. You better be 
sure when you send it to them that it 
is worth their time to study it or else 
it would be better to have forgotten 


the whole thing in the beginning. 
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Once you have something worth- 
while don't send out too much of 
it. People are busy, particularly busi 
nessmen They yet a lot of mail 

lot that they do not consider worth 
reading You cannot attord, tor the 
time and thought put into worthwhile 
information, to have it yo into a wast 
basket unread. 

loo little industrial direct mail gives 
enough thought to (1) getting atten 
tion and the factors that are effective 
m securing attention in this busy day, 
ind (2) too little direct mail tor in 
dustrial accounts ties in with the sales 


men and works with them as a team 


T. A. CONNELLY 


The Connelly Organization, Inc., 
St., Philadelphia 7, Pa 


1010 Arch 


[' is my honest opinion that in most 
cases the important thing to do is 
to sell an idea in industrial advertising 
rather than attempt to sell a product. 
| believe that ultimately people buy, 
they are not sold except insofar as an 


idea has been implanted in their mind 


that makes them interested to the 
point of securing further information. 
Most industrial advertising is intended 
to sell interest in a big unit of sale 
ind it follows that it is not purchased 
like a mail order item or like a retail 
store item. Therefore, I believe (again 
generalizing) that an electrically typed 
letter is the preferred format since its 
individualized appearance and person 
il touch is conducive to the right kind 
of attention and is consistent with the 
calibre of executives who make major 
purchases. 

\s important as impact or attention 
value in the physical appearance ot 
the letter is the continuity of direct 
mail effort. More than anything else 
I believe the failing in industrial adver 
tising Is in the fact that they expect a 
single letter or a single mailing piece 
to do a selling job. We as individuals 
know that the result of a first call of 
1 salesman is usually to introduce him 
self and his company and product. It 
is rare that he gets much farther than 
that particularly in the industrial field. 





themselves! 


or write 


Mailing List Brokers 
75 €. Wacker Drive 
Chicago 1, Ill. 


Member 





THERE IS NO SUBSTITUTE FOR 


Sryanut's st KNOWLEDGE... 


For the constructive, creative list broker there 
is no substitute for a practical, firsthand knowl- 
edge of how rental lists are procured, how they 
are evaluated and how they can be selected to 
the greatest advantage 


All of the key personnel of the George R. Bryant 
Co. have come into the brokerage field over the 
same stony path of practical experience. They 
know your wants and your needs 
better able to serve you because of their firsthand 
knowledge of your problems. At some time or 
another they've faced those same problems 


and they're 


Owner-user experience of George Bryant in the 
catalog merchandising field plus the magazine 
direct mail knowhow of Helen Tarbox and the 
long book selling promotion by Jack Maher add 
up to understanding of your needs. Reach out 
now and use the services of the George R. Bryant 
Company — yours for the asking when you call 


e R. Bryant Co. 


Notional Council of Mailing List Brokers 


of New York, Inc. 
595 Madison Avenve 
New York 22, New York 








The entire program should be writ 
ten at one time, if not in minute de 
tail at least in synopsis form and at 
least two or three letters or mailing 
pieces designed at one time to insure 
proper continuity of thought. Equally 
important is the setting up of a sched 
ule if it is set up at one time and 
rigidly adhered to it can take cog 
nizance of holidays and of seasons and 
thus be in tune with the time of the 
year, as well as having continuity and 
interim between 


1 properly spaced 


mailings. 


FRANCIS S. ANDREWS 


President, American Mail Advertising, Inc., 
610 Newbury St., Boston 15, Mass. 


ndustrial Direct Mail is a different 

breed of cat trom consumer, mail 
order, retail, etc. You are dealing with 
considered, rather than impulse pur 
chases. You are dealing with higher 
units of sale, and you are not attempt 
ing to complete the sale in one mail 
ing. Usually, the purpose is to secure 
leads for salesmen-engineers who will 
complete the sale. Industrial direct mail 
probably represents the advertising as 
pects ol direct mail more than any 
other. 

Too much industrial direct mail 
falls short of its mark because it seeks 
te emulate the “formula” textbook di- 
rect mail of the mail order seller. We 
find too many industrial advertising 
managers concerned with tipping a 
stamp to the right on a mailing of 
500 pieces. Too rarely do we tind in 
dustrial direct mail which breathes 
benefits to the industrial buyer. More 
often, we find talk about the 100-year 
old history of the company. Both copy 
wise and production-wise, industrial 
direct mail does not take into con 
sideration the educational and inter 
est level of the recipient. 

One of the toughest problems cur 
rently is to get industrial advertisers 
thinking about using direct mail on a 
planned, campaign basis, rather than 
as a one-shot use for some special pur 
pose. It has only been in the last two 
vears that we have been able to interest 
even our best industrial clients in “a 
campaign.” Usually, they think of di- 
rect mail as “merchandizing a trade 
ad reprint,” or a price change an 
nouncement, a spot offering, an an 
nouncement of a change in salesmen, 
etc. Thus, they think of direct mail 
as a volunteer fire department of ad 
vertising rather than a_ full-fledged 
medium worthy of the same expendi 
tures and the same careful preparation 
as magazine, radio or television ad 


vertising. 
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Supertuff 


TS Ce em super-tough coated cover 


A TYPICAL Swpertuff APPLICATION 
-S 





Since its introduction in 1938 
this unique cover stock 


has increased the effectiveness | Plymouth ® 
i 
of much of industry’s builds /27/ cars! 


finest printed matter 


- and tells about it—persuasively—on Super- 
tuff. The current Plymowth 56 page sales demon- 


b. Se ertu ff strc tion book is printed on Supertuff Coated Cover 
PP eee because it takes kindly to finw screen halftones... 





has earned industry’s respect 
for its handsome, durable excellence— 


its rugged rightness — 


6U 


catalog * annual reports * covers 








. offers complete versatility for laminations, 


brochure ® menus ® cards e die-cuts e die-cut demonstrations and windows . . . 





manuals... and “Ganin 


lalla 116 T 
all pieces justifyin 

en rbeti i a om | gam 
the finest coated cover stock. P 


You are invited to write, isigs 5 
S1g0B8 
on your business letterhead, 





for samples or a 





..» makes the most of colors . . . and keeps its 
fresh vunruffled beauty under daily hard usage 
. . « the while imparting some of its own superb 
quality and dignity to both merchandise and 
message. 


Demonstration Kit of 


Supertuff Coated Cover. 
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APPLETON, WISCONSIN 





HOW TO THINK ABOUT 


INDUSTRIAL DIRECT MAIL 


Section IV: 





First, well give you an opinion on 
which we had to change the heading 
after the type had been set. Company 
officials decided some of the subject 
matter was too controversial and with- 
drew the original release. We've elim 
inated company identification and a 
few of the objectionable paragraphs. 
We think the opinion is worth report 
ing because it hits on a very impor 
tant point of dispute. Sorry we have 


to label it 


ANONYMOUS 


From an industrial advertiser 


irect mail’s enthusiasts may b 
committing a basic error in strat 
insisting that it be accorded 
“adver 


egy by 
a full fledged 
lising medium Although they can 
(and should) complement one another, 


recognition as 


media are often considered compet 
tive to the extent that their cover- 
age overlaps. Thus, considered as a 
industrial direct mail is in 


the ad dollar with 


“medium, 
competition for 
trade paper advertising. 
Unfortunately, the combination of 
semantics and professional pride seems 
to have caused a lot of us to think of 
direct mail 
and to lament the lack of agency 
interest in it. Pe rhaps it's time we quit 


feeling sorry for ourselves. 


as advertising’s stepchild 


First of all, is direct mail really ad 
Here's how Webster detines 
public 


; 
innouncement intended to aid direct 


vertising * 
advertising “Any torm ot 
ly or indirectly in the sale of a com 
Note that word public. 


announcements are most prop 


modity 
Publi 


erly made in public (mass) media 


OPINIONS OF 
INDUSTRIAL ADVERTISERS 


radio, TV, newspapers, etc. One of 
direct mail’s strongest selling 


has been its rifle-shot ability to pin 


points 


point key people in key industries. In 


| 


our company, we regard direct mail 


as being much more than “advertis 
ing.” A filled-in, automatically-typed 
letter accompanying your laiest sales 
promotion kit, and sent to a select list 
of customers and prospects, 1s not to 
“ public 


more than 


be classed with announce 


ments” any public rela 


tions should be classed with adver 
tising. 


much-lamented lack of 


As tor the 
agency interest in direct mail, perhaps 
we ought to be grateful for it. This 
is not said in derision. Most agencies 
perform an excellent and indispensable 
business function. But because agency 
experience (quite properly) is with 
public announcements, they cannot, in 
most cases, be equipped with the really 
intimate knowledge of the market 
that’s so essential to the profitable use 
ot direct mail. There is no greater tru 
ism than the one that defines direct 
mail as a personal medium. And even 
among industrial advertising men as 
signed to markets limited in scope, 
many of them seem to lack the rap 
port with the trade necessary to es 
tablish the personal copy approach es 
sential to the ettective use of direct 
mail. In short, the ability to prepare 
ettective public announcements in no 
way implies a facility tor preparing 
convincing personal communications, 

One relatively recent development in 
industrial direct mail seems to be the 
“do it yourself” approach. The tend 
ency to encourage jobbers and dis 
tributors to use direct mail seems to 


be increasing. Certainly it makes sense 
to multiply our own efforts by con 
vincing our jobbers and distributors of 
etfective direct 


the value, to them, 


mail. 
We ar 


enough to just ofter literature. A real 


convinced that it is not 


selling job should be done in terms of 


self-interest to the distributor 


R. A. CHILDERS 


General Manager, Childers Mfg. Co., (alum- 
inum weatherproof roofing and jacketing) 
3620 W. IliIth St., Houston 8, Texas 


M? criticism of industrial direct mail 
in general is: sound direct mail 
selling practices are not followed the 
way someone who is dependent for 
their very existence on direct mail sell 
ing, does. They do everything possi- 


ble to do the best direct mail selling 
10b. 

We tind in marketing Childers 
Weather-Proof Jacketing 


good direct mail sell 


\luminum 
that in general, 
practices work here as well as in 


other direct mail selling. All we try 


ing 
to do is to apply common sense or 


go od judgme nt. 


lo a considerable extent, the men 
making decisions respecting the pur 
chase of Childers Aluminum Weather 
Proot Jacketing, are engineers in the 
largest industrial firms in America. 
[hey are responsive to a well-written 
letter, the same as people, because they 


are people. 
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Ws HAVE your name —and your address. We 
know what kind of car you drive — and how 
old it is. We know how many cars you own. 
And what kind and how old they are. 

From what we know about you, we —and 
others —can pretty well judge how good a 
prospect you are for, say, an electronic organ. 
Or a new clothes dryer. Or a 3-D camera. Or 
almost any product or service that anyone has 
for sale to consumers. 

But you are only one in 39 million! To be 
more exact, we know as much about 38,977,423 
other people as we know about you. 

These 
are all the car and truck owners in this country. 
Marketing analysts tell us that they account 
for somewhere between 80° and 90° of the 


U.S. total retail purchases. And the facts about 


people are your best prospects. They 


them are compiled anew every year from the 
records of all the states. 

Because we know so much about so many, 
we can provide for your advertising messages 
the circulation most accurately fitted to your — 
and your dealers’ — particular needs. This cir- 
culation will consist entirely of these best pros- 


pects. It can be as large or as small as you 


require. It can be chosen by neighborhood, by 


R.L. POLK & CO. 


NEW YORK 
CHICAGO 


PHILADELPHIA 


DIRECT 


431 


MAIL 


Howard Street 


city, by county, by state. It can include owners 
of all car makes for all model years registered — 
or owners only of selected makes for selected 
years. 

Now that it is necessary to go out after the 
retail business that is no longer walking in, it 
is extremely important that your advertising 
establish direct contacts between your retail 
outlets and your best prospective customers. 
By picking out the people most likely to buy, 
this highly selective circulation, together with 
Polk’s unmatched direct mail distribution facili- 
ties. keeps your advertising on target . with 
each advertisement carrying a single retailer's 
name and address . and circulated only in 
his sales area. 

If you want your advertising dollars to buy 
more selling power, let’s talk things over. Drop 
us a line. 


ADVERTISING PUBLISHERS 


Detroit 31, Michigan 





SUBSCRIPTION 
FULFILLMENT 


All operations necessary for 
prompt, accurate and eco- 
nomical service. Our experi- 
ence covers more than 100 
publications with a com- 
bined circulation exceeding 
15,600,000 ! 


We are the trusted custo- 
dians for the mailing lists 
of leading retailers, manu- 
facturers, wholesalers and 
mail-order companies, per- 
forming all operations need- 
ed for competent list upkeep. 


ADDRESSING 


Swift completion of large 
and small assignments, by 
hand, typewriter or giant 
typewriter and from Addres- 
sograph, Speedaumat or El- 
liot stencils. 


PRINTING 


Quality work, produced eco- 
nomically on regular and 
triple-head Multigraph, Mul- 
tilith or our own battery of 
high-speed offset presses. 


MAILING 
OPERATIONS 


A complete lettershop hand- 
ling all details under one 
roof, employing the latest 
automatic inserting machin- 
ery and every other possible 
money-saving method. 


SERVICE! 


Fast and frequent pickups 
and deliveries with our own 
fleet of modern trucks. Just 
telephone JU. 6-3530 for 
immediate service. 


IRCU LATION 
SO OR OF. Se es On 
226 West 56th Street 
New York 19, New York 


WILLIAM A. SCHERFF 


Advertising Manager, Plymouth Cordage Co. 


(ropes for industry) Plymouth, Mass. 


I will have to separate our use of 1n 
dustrial direct mail into two bask 
kinds: (1) Direct mail prepared and 
used in cooperation with our indus 
trial distributors; (2) Direct mail 
trom us to selected volume rope users. 
In our cooperative work with in 
dustrial distributors, we are very care 
ful to make the direct mail produce 
inquiries, a lot of them. We are al 
ways insistent on having the salesmen 
participate in these programs, first by 
being advised of them in advance and 
second by having him deliver the ma 
terial requested rather than sending it 
out by mail. The net result has been 
t 
ever the program has been used. 


1 definite upturn in rope orders wher 


We are also careful, in this coopera 
tive work, to make it a true distribu 
tor s umpaign. It 1s always done on 
the distributor s letterheads and with 
his envelopes. It is the distributor who 
is offering the service. | believe that 
this buildup of the distributor in an 
irea is far more truitful in actual re 
sults than a simple stock mailing pro 
gram ot manutacturer s literature. In 
identally, the distributor recognizes 
its true ilue as useful promotion tor 
his own company and getting him to 

nto his schedule is no problem. 

In our direct mail to selected groups, 

include a free postage 
i sample of the pro 
writing about. We have 


} S¢ 


been a\ ing a e to 30% return 

on this type of mailing. Here again, we 

ire after inquiries which can be turned 

ito orders. These inquiries are sent 

to our distributors through the proper 
rict sales oftice 

Anyone looking over our various 
irect mail programs will also note 
one other outstanding point they 

rvice campaigns contain 
information tor the re- 
wtfering useful materials 
in his work. We do not 
ilities about our product 
in do. We educate, in 
tell the user how to get 
more out of our product. 

All of our direct mail is prepared 
only on basis of having a thorough 
knowledge of what happens to our 
product mn wt gets into the users 
hands 

| think the latter paragraphs are 

real success of applying direct mail 

industrial work. In financial, retail, 
ind other fields you prob 
to do a little more “blue 


sky” selling. When you are talking 
to the factory man or industrial buy 
ers, I think you have got to go down 
the line and deal with him on a 


basis that offers him dollar-and 


cents saving, a product that does his 
job better, or a product that will help 


him cut production costs. 


EDWIN LEX BACON 


Assistant Advertising and Sales Promotion 
Manager, Graybar Electric Co., Inc. (electric 
supplies & appliances) 420 Lexington Ave., 
New York 17, N. Y 


ee of ali I have no criticism of 
present direct mail practices, at 
least none about which | can work up 
much enthusiasm. As far as any ques- 
tions are concerned, there is always 
the important one how to provide 
proof to management of the efficacy 
of one’s mailing program This leads 
me to the one opinion I will state for 
what it is worth: namely, the import 
ance of tying in ones salesmen with 
one’s mailing program 

To illustrate the point we, 
Graybar, go to considerabl 
to obtain the full participation of our 
salesmen. | will skip the details. Fol 
lowing the gaining of our salesmen’s 
participation, we then try to wrap up 
the entire package by concentrating on 
salesmen's tollow-up call reports. Get 
ting the salesmen’s participation in 
this last phase is the most difficult, 
but we constantly work at it 


sider it an essential part of 


gram. It is in this way that we can 


] 
prove to ourselves na our man 


igement, at least t yn cyree, how 
our direct mai prog 


(Editor's Note We've just learned 


that Lex Bacon has 


operating. 


1954 fall edit 
omics, AOUSE 
velope Corp 
Kansas City 
Entre SSUE 
re¢ f midi 
subject 
portance 
request 


Te nsion s 


ROBERT F. DELAY 


Advertising Manager, American Air Filter Co., 
Inc. (air conditioning for industry) Louisville 
8, Kentucky 
hat’s wrong with industrial di 
rect mail? Follow-up (the gim 
mick which put the modern, stream 


lined direct mail car on the highway 
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to successful sales promotion) in the 
average industrial direct mail program 
STINKS. 

Poor follow-up is the most potent, 
single force in the ineffectual use of 


Why? 


users, 


Because 
unlike 


mail order busi- 


industrial direct mail! 


industrial direct mail 
their brethren in the 
ness, by and large, do not have to 
prove through sales, inquiries or in 
fluence the effectiveness of their cam 
And not that they 


direct mail 


paigns. should! In 


dustrial cannot adhere 
strictly to the 


order. But, it certainly can apply the 


requirements olf mail 


tested, know-how of mail order. 


Industrial direct mail must be used 


as other mediums consistently 

and with meticulous care. Broad plan 
ning is necessary and vital. Too many 
mail as 


then 


companies rely upon direct 
a quick way to gain inquiries 
let their program fall on its respective 
face by having an inadequate system 
of inquiry follow-up and sales contact. 

The 


mail is a 


basic need in industrial direct 


systematized, effective fol 


low up system so that INQUITICS are 


processed immediately to produce an 
impact on an already proven prospect. 


Fundamentally, this involves two im 


portant st ps 


foolproof hor ffice inquiry han 


stem 


Training i held il personnel is 


the vitalit inquir and 


what it can do 


direct mail 


itself, 


Too many industrial 


users blame the medium rather 


than their own mechanical failures in 


improvising a workable, intelligent 


follow-up system. 


How many industrial companies em 


bark on an ambitious space advertising 


campaign at the start of a selling sea 


son without conditioning the sales 


force in the field? Not many. Contrast 


this logical approach with the lack of 


pre-conditioning of salesmen to a di 


rect mail campaign ofr to an overall, 


consistent direct mail program. 


[his inefficiency should not be laid 


completely at the door of the adver 


" 
tiser. Agencies entrusted with respon 


sibilities on the sales promotion level 


are every bit as guilty and responsible. 


Why shouldn't agencies face up to the 


responsibility of coordinating a com 


plete direct mail program for their 


clients? 


Sure, some ol them have. But agen 


cies on the average, have resisted as 


sistance in industrial 


Yet, it can, 


direct mail pro- 


grams. eftectively used, 
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provide the space program, conceived 


and instituted by the agency, with 
most logical and forceful support. It’s 
high time agencies who service indus 
trial accounts started presenting an in 
tegrated service rather than clutching 
100 percent at their zealously-guarded 
space commitments. Industrial direct 
mail would be a good place for them 


to Start. 


CASPER M. CLARK 


Manager, The 
and alloy equipment) 
3, N. Y. 


Pfavdier Co 
1000 


Advertising 
(glassed steel 


West Ave., Rochester 
direct mail must 


ndustrial messages 


be “down to earth.” There is no 


place for “hoop-la’, catchy phrases, et 
When all is said and done, direct mail 
in the industrial field is simply the 
next best thing to a salesman’s call and 


should be treated in the same way. 


Against this, I think it can be said 
that if 
their 


industrial salesmen presented 


story similar to a lot of direct 


mail I’ve seen, they would never get 


let back in for 


pieces, we try 


another call. In our 


direct mail to deliver a 


message in about the same manner 
as our own salesmen would in making 
a personal call. Factual without fan 


tare. 


My biggest criticism of industrial 


continued use of 
flagrantly Mail 
over my desk from lists which haven't 
checked in ten Also an 


other important point is to be sure th 


direct mail is the 


outdated lists. comes 


been years. 
recipient’s name is spelled right. It’s 
a human failing that we all like ¢t 


see our name written correctly. 


H. C. JOHNSTON 

Sales Manager, The Cincinnati Tool Co. (Mfgrs 
of Hargrave tools) Norwood, Cincinnati 12, 
Ohio 


| yecun mail advertising of industrial 
supplies and equipment has a 
marketing 


distributor and 


definite place in_ the 


of both the 


very 


program 
; - 
manufacturer. It is our belief that all 


direct mail advertising should serve 


a definite and in other words, 


value to the 


purpose 
be of person receiving 
the advertising. By being of value, we 
that the 


mail pieces should be used: 


believe following type direct 


Guides chart and 


ustomer furnishing 


Be oujpnal 
‘y 
ESTABLISHED 1907 


ee See Sp eee re ey 


How a Bunn 
Package Tying 
Machine 
Saves you money 


“ firm mn 


Package Gying machine 


B. H. Bunn Co., Dept. RD-9 
7605 Vincennes Ave., Chicago 20, ill. 


SEND TODAY 


ortnis 


f 


tell 


B. H. BUNN CO., 
Dept. RD-9 
7605 Vincennes Ave., Chicago 20, Ill. 


Please rush me Booklet 200 describing 
how Bunn machines cut costs, save twine 
lick labor turnover. 


Oe 





In the event of new tools or ap 
plications, this information should be 
stated in a factual way so that the 
customer will wish to retain the litera 
ture and not discard it as just another 
piece of worthless advertising. 

Color is useful but too much creates 
the opinion that it is just a cute ad 
vertising piece. Industrial buvers ire 
interested in easy touse and worth 
vhile facts with clear-cut photographs 
that are honest and not overly re 
touched 

Those are but a few of the things 
that we keep in mind is we develop 
ind redesign our particular type of 


rive rtising pieces. 


B. V. JONES 


Advertising Manager, Link-Bel: Co. (elevating, 
conveying, drying, screening and mechanical 
power transmission machinery) 307 N. Michi- 
gan Ave., Chicago 1, Ill 


W' at Link-Belt are not considered 
us users of direct mail for quick 
selling merchandise. We are strictly 
industrial and | am sure that it ts im 
possible to even think that expensive 
engineering projects and product com- 
ponents can be sold by direct mail. 
Link-Belt does, however, use all the 
iwvailable tools of advertising in the 


marketing and promoting of company 


and products. Each year we print and hat makes successful industrial 
supply a number of self-mailing fold direct mail? Across my desk 
ers to our industrial distributors, im comes a call report from one of our 
printed. These folders make an excel salesmen. His report says: “Blank 
lent method for a distributor to use in Company claims they've doubled their 
a local territory, to connect his name business with our product . . . order 
ind nationally advertised brand name ing four more next week.” 

products for acceptance by his cus Successful industrial direct mail 
tomers. It is impossible on mailings starts right at this point. If the reader 
of this type, made by several hundred claims he doesn’t have such stories, or 
industrial distributors, to secure any customers, then I suggest the reader 
record of results. had better get out of his office and 
talk personally to customers. The 
PETER L. SHUGART stories are there to be had. In _ this 
Advertising & Sales Promotion Manager, case history, I’m lucky, my salesman 
Separator Division, Southwestern Engineering tells me. In other cases, I've talked 
Co., 4800 Sante Fe, Los Angeles 58, Calif. arms out of-sockets getting at the real 
pimior tacts about the reason-why the cus 

the ad tomer is happy with my product. 
aa . Now ... I have Blank Company 
. doubling business with M Product. 
ingeles 1 personally contact that company and 
Garden obtain the COMPLETE story. Why? 
Where? When? How? With What? 
Not only has this Blank Company 
doubled business, but it its obtaining 
98% efficiency instead of a previous 
Rose low 80° efficiency. I take the story in 
We asked hand, all approved by the Blank Com 
So here it is pany. Let us assume that this Blank 


. roe ve Company is in the business of screen 
ridged ndadensed 
: ing sand. My Product is involved in 
en permission j f 


that operation. I assume that all other 


CUPPLES-HESSE 





WELDSEAL ENVELOPES 
Sweeed up addressing, inserting, sealing 


WELDSEAL envelopes have no flap curl. They 
seal faster and stick tighter, no matter what kind of 
paper stock you use. 


That Means you get faster, easier feeding on 


inserting and sealing equipment, on addressing 
equipment or postage meters. 

WELDSEAL envelopes give you a secure seal-- 
but they never seal or “block” in storage, because 
they are not affected by heat and humidity as are 
ordinary envelopes 

Write for samples today. 








CUPPLES-HESSE CORPORATION 4171 N. Kingshighway Bivd., St. Lovis 15, Mo. *) 


YES—please send samples @ name 






































Blank Companies who are screening hand-typed. Not a “form” letter. A 
sand will want to know about it. facsimile signature is printed. Folding, 
I proceed with the typewritten story inserting, sealing and stamping en 
in hand to the offices of ‘The Market sues. The 4,000 messages are on their 
Compilation and Research Bureau, way. I have offered to tell 4,000 com 
North Hollywood, California. The List panies how one company doubled its 
Compiler looks at my story and business. At no obligation. 
are 4,000 sand Now stick with the motion. Don’t 
companies in the United States. stop to wonder why it wouldn't be 
I give the List Compiler 4,000 en- “cheaper” to multilith instead of mul- 
tgraph. Or why it would be cheaper 


promptly advises there 


velopes and ask him to put those com 


panies on those envelopes. While the to go third class instead of first class. 


Or why not just send the card and to 
Advertisers Mailing Service, Los heck with the letter. It will not be 
Angeles California, to multigraph a cheaper to do these things. When you 
certain message on 4,000 letterheads. cheapen your approach you will ob 
The total message is not so important tain fewer sales as certain as night 
as is the two-line paragraph indented follows day, ad nauseum. Therefore, 
that says: “How Blank Company forget all the million-and-one possi 
Doubled . . . etc.” While the letters bilities that made direct mail, custom 


envelopes are being addressed, I ask 


are being multigraphed something else arily, a problem. 
is happening. Rainbow Press, Los Within two weeks I received 360 
Angeles, California, is printing black requests for information. The yellow 
ink on yellow cards. This message cards come tripping in batches. How 
says: “YES... send me details about come the other 3,640 don’t want to 
how Blank Doubled . . . etc.” double their business? I give you the 
The cards and the envelopes arrive same question inverted: How come the 
at Advertisers Mailing Service. The other 30,640 magazine readers don’t 
typists then proceed to individually answer your advertisement? Nobody 
type the names on the envelopes into knows .. . and we don’t care. We've 
the “salutation area” of each multi got 360 “live ones” in hand. 
graphed letter. This is personalizing I send them the story (printed, 
because the letter will appear to be mimeographed, multilithed, in any 


form or level.of prestige you wish.) I 
notify my nearest salesman. I also tell 
the inquirer the name of the nearest 
salesman. I send the story plus the 
catalog, etc. Then my salesman takes 
over. He makes his own letter follow 
up immediately and then begins to 
contact the live ones personally. 
When he meets the receptionist, he 
starts right in at “doubling your busi 
ness .. . Mr. So and So asked about 
it.” What happens. Within 6 months 
all of my salesmen inform me that out 
of the 360 inquiries, 160 of them are 
“Good Prospects.” Within the same 
6 months, 7 companies are converted 
into customers. Is this significant? It 
is significant only when you know the 
average unit of sale plus potential re 
order. In this case history the average 
unit of sale is $2,000. Within 12 
months, the number of customers has 
increased to 12 converted out of 360. 
Because | am an industrial adver 
tiser | know that anywhere from one 
year to three and one-half years can 
lapse between first contact and sale. 
This campaign is a success. I have 
taken a specific market and given it a 
specific message that strikes at the 
heart of each member of that market. 
My salesmen are enthused at the 360 
voices of interest. I am enthused be 
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AMERICA’S 
Guaranteed Results 7 

TOWN MEETING 

OF THE AIR We wish we could — but no one can, of course. We 
do guarantee intelligent recommendations by our ex- 
perienced executives, plus quick, efficient service. 
The ‘ 

Our clients settle for nothing less than the most 

AMERICAN successful results and they have been using 
MADDERN recommended lists for years. You'll want 
to use them, too, once you give them the’ fair test they 
deserve. 
Yes, we have industrial lists to offer, as well 


as consumer lists of mail order buyers. Send the cou- 
pon for FREE details. 
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Miles Kimball Company 


CURTIS CIRCULATION COMPANY 
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Che Sourual of Commerce 


MODERN HANDCRAFT inc. 


iF YOU OWN A LIST 


Let us tell you how 
our services can help 
you put it to more 


profitable use 








wittA MADDERN, inc. 


CHARTER MEMBER 


NATIONAL COUNCIL OF MAILING LIST BROKERS 
215 Fourth Ave., New York 3, N. Y. * ORegon 7-4747 


(] More responsive lists for our own use. 


(C1 How your services can help us increase profits 
from the use of our own list. 


Company 
Address 








A Specialized Ad Agency For 


DIRECT SELLING 


MAIL ORDER 
ADVERTISERS 


WANT more rders nauiries eads fr 
y r ads? Need more sales nationally, region 
ally? Many meems grow bigger with the 


proper advertising plan 


A SUCCESSFUL 


advertising 


newspaper, magezine, trade 
ampaign requires pulling 


cations that get 


peper 
ads that really k and put 
where y say it 
advertising 


res s vs what you say 
and the pler and behind y« 


that make the difference 


EXPERIENCE nts. Let the Martir 


with y nm developing e 


Advertis 
ng Agency work f 


fective put atior advertising The right ad 


n the right ze brings results 


INCREASE your sales. Put specialists on the 
for y Obtain powerft action-compe 
ng ad xy and proven advertising tect 


Wes rive y advertising 4 ars th 


hence to a 
WE offer you « thorough serv based on 21 


years’ knowledge. When we accept your p 


ation advertising « wnt, yo set the bene 


fir ‘ + hrf sincere advice. ¢ 


nd ana 


sis and | peration all along the line 


Ler help y solve your advertising prob 
en Put r put ation advertising t iget 
hand aref planning always peys 


APPOINT us to place al! your put ation ad 


vertis ,. Many esses. F y recognized | 
Member AAAA P shers’ rates a pub | 
ations rs t 
MARTIN Advertising AGENCY 
Direct Selling Ma Order Ad Specialists 


15S E. 40th St, Dept 


“ALL-PURPOSE” 
FELINS PAK TYERS | | 


r » ALL-PURPOSE be 


(< 


15, New York LE 2-475! 





|; cause they will 
| AUTOMATICALLY 
| ADJUST THEM- 
SELVES AND TIE 
TIGHT and light or 


pack 









heavy bundle 
age DOx within 
the capacity of each 
mode! There are 
several models to 
choose from 

ALL-PURPOSE be 
cause they w it 

+ 


handle all the y 


ing problems in 


y tice mailroom and factory more 
efficiently than you believe possible 
ALL-PURPOSE because they se twines 


from 3 to 24 ply as well as tapes and 


braids 

ALL-PURPOSE because anyone can ope 
rate them efx ently They are st rdily 
nstructed to give long dependable 
service 

LET FELINS CUT YOUR MAILING COST 

NOW 

MODE F4-J ILLUSTRATED 


See s at Booth No. 38 MASA Conven 
tion Oct. 9-12 and DMAA Convention 
Oct. 13-15, Boston 


FELIN TYING MACHINE CO. 








SIS 1 NM. B5th Set 


Milwaukee 16, Wie | 





cause | obtain action and can measure 


the cost of selling against the sales 
created. 
It would require a book (and such 


a book is being written) to compare 
this action with other direct mail cam 
paigns and styles and against space ad 
vertising, against publicity and against 
However in this sin 


trade shows 


gle campaign is the “secret” of suc 


industrial direct mail. 


We did not expect our 


cesstul 

Please not 
printer to create the campaign; nor did 
we expect the list compiler to teil 
us what to say; nor did we expect our 
lettershop to write the copy. The List 
( ompiler pro ides the best names. The 
Lettershop provides the best kind of 
f letter. The Printer 


processing for the 


provides the best kind of printing for 
We write our own personal 
market. The salesmen do 
their own kind of 


Together we make up a thing 


the card. 


story to the 


special tollow up 


selling 
illed industrial direct mail. While all 
of this is going on, the agency is put 


ting out the best kind of space adver 


tising; the publicity writers are per 


suading wublishers to print the best 
» 3 I 


stories in their editorial columns; th 


sales manager is appearing at the best 


TEAM is at 


a single facet 


trade shows: the entire 
work. Direct took 


and made it pay, or contributed to the 


mail 


industrial 


increase in sales. For some 
ists the re should be only direct mail. 
For some, no direct mail at all. This 


article does not propose to answer all 
of the questions. The single question 
of “What makes 
mail?” can be 
“The 


thing to the right people in their lan 


successful industrial 


dire answered as fol 


lows ability to say the ‘ight 


guage in the least complicated fash 
mn 


Weill 


not yust 


Why 


story out to all of 


inswer one argument. 
send the 
the 4,000 companies? My answer ts... 
profitable. 


try it. For you it may be 


For me. it is not prohtable. | find that 
out of 4,000 who get the story at one 
“blast,” less than 4% respond in any 
fashion. The remainder make up their 


own minds that the whole thing 1s too 
Instead | 


complicated or expensive 


want 360 (9%) who simply want to 


know how to double their business. 


My salesmen will handle them prop 
erly. Besides, compare the cost of send 
ing 4,000 letters plus cards plus enve 
lopes against 4,000 letters plus cards 
plus story plus catalog plus envelopes. 
You are throwing away your dynamite 
on unknown Pre-select the 


360 who are 


quantities. 
interested. It will cost you 


much less to sell them in the long run. 
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direct mail is successful 


Industrial 
when you separate the interested peo 


ple from the unknown people and con 
centrate on selling the interested. In my 
experience, you obtain more dollars in 
closed sales for every single direct mail 
dollar than by way of any other med 
ium. When you “blast broadside” at 
the entire market with your catalog, 
you are entering the publishing busi 
ness (only you have nobody buying 
advertising space in your catalog to 
make it pay). When you invite a man 
to find out how you've helped some 
one double their business, you are sell 
ing at the sharpest target level possi 
ble. But use the right message for the 


Take 4,000 


interested 


right people. companies 
that yield 360 
that yield 160 good prospects that be 


c om panies 


come 11 customers (doubling their 
business with your product). 
Before you do any of this hgure 


out how muc h vou can aftord to pay 


to get each customer. Chen compare 


g 
that 
11 customers out ol 


cost of 


4.000, 


getting 


You 


hgure with your 


may 


find that you need one of the 101 
OTHER KINDS of Direct Mail not 
covered in this case history campaign. 


LOUIE LATHEM, JR. 


President, Lathem Time Recorder Co. (payroll, 
job time recorders; night watchman’s clocks) 
76 Third St., N. W., Atlanta, Ga. 


T’S high time that an article on in 


dustrial direct mail was done. Of 


all the forms of direct mail, this phase 


of it seems to get less attention. 


Here are a fev rules that | have 


personally adoptea as most beneficial 


in‘my own mailing 


1. Short copy better than long 


The businessman is too busy for long 


letters. He gets far more mail at the 
ofhce than he does at home. If you are 
after an inquiry, you can very easily 
say too much. Then you leave too lit 


tle room for him to write for more in 
formation. Since so much of industrial 
direct mail is merely to get an inquiry, 
the full story should be saved for the 
follow-up. I try to say just enough to 
get the let my follow-up 
mailing or the actual 
selling. This is especially true on any 
item priced over $100. The business 
man, being interested in profits, wants 
to know that 
profit over the long pull. 


inquiry and 
dealer do the 


a purchase will earn a 


{rtwork, color, and _ attractive 


frills are secondary. Give facts. A good 
with a clear 


quick bit of information 
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illustration means more to the _ busi 


nessman. 


3. Get qualified inquiries. This is 
very important, especially to us. The 
inquiry is the first step in the sale of 
the product. It is only part of the sell 
ing cost. Since a great deal must be 
spent to convert the inquiry into an 
order, it is better to get a fewer num 
ber of inquiries of a high quality than 
a mass of names with little chance of 
conversion to an order. (Editor's Note: 


Hurrah!) 


4. Don't be afraid to be persistent in 
your m ulin u The list should be clean 
ed very often. A company buys a busi 
ness machine to answer a problem. 
Therefore, current trends of business 
conditions can be used effectively as 
the theme of the various mailings. 
Sooner or later if enough reasons are 
given tor the purchase, you can get an 
inquiry from a business who may have 


been receiving your mailings for years. 


M. W. FREESE 


Advertising Manager, Ohio Seamless Tube 
Division, Copperweld Steel Co. (seamless & 
electric-weld steel tubing) Shelby, Ohio. 


HE seamless tubing business ts a 

highly competitive one (what in 
dustry isn't?) with most of our mem 
bers able to offer reasonably compara 
ble products and equal fabricating and 
forging facilities. While we use a con 
tinuing and substantial schedule in thi 


industrial trade papers to do an overall 


10b ot product il | name acceptance, 
we depend on direct mail to keep in 
close personal tou h with customers 


and prospec ts 


Our regular mailings of stock lists 
and technical handbooks are supple 
mented by informal letters accompan 
ied by reprints of current trade ads, t 


promote our single source facilities. 


Mailing lists ire built from names 


ithces, trom magazine 


sent in by sales « 
inquiries and from our customer rec 
ords, because we want to keep in 


touch with them in-between orders. 


\ recent pretzel mailing in a_ box, 
consisting of a letter, reprint of our 
“What's A Pretzel Got To Do With 
Tubing” ad, and a thick butter pretzel 
pulled dozens of comments from re 
cipients, including several letters from 


competitors. 


As for actual selling, we leave that 
up to our salesmen. OSTUCO direct 
mail is there to dig up active prospects 
and to keep people from forgetting 
us. 


SEPTEMBER, 1954 


A Report on the 
Eve of the 
DMAA Convention 


HOW GOOD IS BUSINESS 


So good we are expanding. 


Year after year more and more clients 
came to us, were satisfied and re- 
turned for more mailing lists. To 
continue giving our clients the excel- 
lent service they merit, I L B has 
opened additional quarters in Putnam, 
Connecticut. 


The gratifying commentary on this 
growth and expansion is that I L B has 
never employed a salesman. The growth 
and the resulting expansion are due 
entirely to the quality and results- 
producing mailing lists and service... 
plus, of course the judicious use of 
direct mail techniques, principles and 
methods. And now 


MRS. AURELIA BURGESS 


will help ycu get even better service 
and results. She :;ill have complete 
charge of the New York City I LB 
office. To Reporter readers she needs 
no introduction. She has served mail 
users for a decade (she will not admit 
to more, lest the admission date her) 
and is highly respected for her com- 
petence. You will meet her and (we 
hope) greet her at the Boston conven- 
tion where she will continue reporting 
I L B growth and progress in person - 
to you. 


INDUSTRIAL LIST BUREAU 


45 ASTOR PLACE PUTNAM 
NEW YORK 3,N. Y. e CONNECTICUT 
GRamercy 5-3350 8-4854 












HOW MANY 


mailing pieces must you send out to make 
your operation profitable? 1,000 .. . or 
1,000,000 pieces a year? 


HOW OFTEN 


do you mail (and follow up customers and 
prospects) to stay ahead of competition? 
2 times or 12 times a year 


HOW MUCH 


does it REALLY cost to address your mail- 
ings? Have you figured 
Costly equipment? 
Expensive, skilled operators? 
Ever-mounting maintenance costs? 


“GARBO-SNAP” 


addressing labels WILL solve your address- 
ing problems Requirement: Your type- 
writer - your typist “CARBO-SNAP” 
Find out how, ask for free samples and 
the complete story 


———nompanY 
ABEL COMPAN 
_ me STREET 


wew YORK 7, N.Y: 













MAILING LIST 
WISDOM 





Ix addition to ac- 
curate current information and 
courteous service on a 1001 
Lists, the mailing list wisdom 
of our founder based on more 
than 40 years’ experience in 
every phase of sales promotion 
is always available. 

EDITH DREY 
and 
ALAN DREY 


will be at the Convention. 


\ E suggest you 


discuss your list problems with 


them 





Write for your free copy of 
Lists and Listings 


WALTER DREY 
INCORPORATED 


257 Fourth Avenue, New York 10, N.Y. 


333 N. Michigan Ave., Chicago |, Ill 





SAM E. GOLD 


Secretary, Sales & Advertising Manager, Lig- 
num-Vitae Products Corp. (wood products for 
industry) 96 Boyd Ave., Jersey City 4, N. J. 


TT Y SAY you never really know 

a person until you live with him 
or her. 

[he same is true of industrial direct 
mail. The average advertising agency, 
advertising or sales manager, usually 
considers direct mail as a ‘stepchild.” 
They treat it accordingly. 

They usually prefer to create a mag 
azine ad which is produced and placed 
in various publications, with a mini 
mum of effort and the greatest return. 
Too often (sad to relate) definite re- 
sults either cannot be traced or they 
are just not interested to “Get the 
tacts, Ma’m!” 

The mechanics of creating and using 
direct mail advertising effectively in 
volves many details . . . usually, much 
more time and effort than regular 
magazine ads. 

In planning direct mail promotions, 
you've got to analyze the markets you 
want to reach, the mailing lists and 
prospect lists available, the form that 
your direct mail advertising will take, 
the kind r 
kind of artwork, the type ol envelope 
(if it needs one), the typography, the 
time of mailing, the kind of copy, the 
keying methods, the record system for 


f paper you will use, the 


accurately checking on returns and the 
costs . . . which information is so es 
sential to effect direct mail selling. 

From all this effort and required at 
tention, many advertising agence ies, ad 
vertising executives and sales managers 
will shrink. They feel that they will 
make less money for much more ef 
fort . . . so why look for trouble? 

We operate our world-wide sales 
program entirely without salesmen .. . 
using direct mail primarily to develop 
inquiries and consummate sales. The 
writer constitutes the “Sales Force” in 
sotar as “live salesmen” are concerned. 
However, we do have a tremendous 
supplementary “Sales Force” working 
tor us most effectively. 

We have the printing industry, let 
terpress, offset, lithography, mimeo 
graphing, mu.tigraphing; the letter 
shop service industry; the photo- 
graphic industry; typography field; the 
paper industry; the engraving world; 
the art world; ink technicians .. . all 
at our beck and call. 

Our products are sold to over 700 
different fields world-wide. With 
direct mail advertising, our position is 
always flexible. We are able to “Sharp 
shoot” to a specific target, sending a 
lew messages or thousands to a par 
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ticular industry, city, town, state or 
country. Or, we can use “Buckshot” or 
“Heavy Artillery” and reach a list of 
60,000 engineers in the diversified top 
industrial companies of the United 
States . . . or as many names in any 
field we want. There is no limit! 


You can do this with the definite 
knowledge as to whom your message 
will reach in any specific company, as 
well as the approximate time when 
your message will reach its destination. 


JERALD D. JENSEN 


Whitney Metal Tool Co. (Whitney-Jensen tools 
and machinery) 110 Forbes St., Rockford, Ill. 


UR industrial direct mail policy 
for the most part has been very 


simple. 


First, we try to prepare the best 
looking literature possible, avoiding 
the Hollywood approach. 


Second, we try to make our literature 
very easily understood. Sometimes we 
make a long list of items that we feel 
customers might be interested in. For 
example, if we are trying to sell an 
item where sizes might be listed as 
this: from 1/16” through 2” by 
1/16” variation, we actually list out all 
the sizes in that range. This has been 
proven easier to quickly understand 
and our people like it. 


Third, we believe in sending our 
mail first class. We do not think third 
class mail, or even postal cards, cause 
much interest 


M. |. STRAY 


Charles A. Templeton, inc. (distributors of in- 
dustrial supplies & equipment) Waterbury 
20, Conn. 


OR the industrial distributor, the 
F situation looks to me like this: 

Our most potent and effective expo 
sure to industry is our salesmen, and 
I would not expect to get an argument 
on this detail from too many other 
distributors. Salesmen encounter call 
ing hour schedules, people in confer- 
ence, people out of town, long wait 
ing periods, “please excuse me today, 
see you next trip,” etc., etc. Within 
reasonable limits, salesmen are far 
more productive when they are mak 
ing a specific call on a specific individ 
ual for a specific purpose or on a spe 
cific product. 


We realize that if salesmen are go 
ing to have request calls entirely, a 
large segment of our potential market 
would not be called on. However, there 
seems little possibility that this would 
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happen and if this status threatened, 
we would be glad to add more sales 
men to pick up the slack. 

Now, if you will take three pennies 
out of your pocket, put them in the 
palm of your hand, and consider what 
they will buy, there is nothing which 
even remotely approaches the three 
cent stamp in value. So, with the three- 
cent stamps, we undertake to make 
the work of our salesmen more effec 
tive, make them more efficient and do 
many of the small introductory and 
educational chores which can be done 
for a lot less expense through the mail 
than by word of mouth. 


PAUL J. BRINGE 


Sales Manager, Milwaukee Dustless Brush Co. 
(mfgrs. of brushes for industry) 530 N. 22nd 
St., Milwaukee 3, Wis. 


RVILLE REED says: “Many 

businessmen think of ‘direct 
mail’ only as a method that uses high 
pressure letters or circulars to sell some 
gadget for a buck or two.” 

Orville has put his finger on one of 
the major weaknesses of industrial di 
rect mail. When a manufacturer uses 
most any form of advertising or sell 
ing, he looks upon it as investment 
and does not expect a dollar spent on 
Tuesday to bring a $5 order on Fri 
day. 

And, what happens when he decides 
to use direct mail? He becomes result 
conscious. He wants orders, and lots of 
them, within a week after mailing. 
His first mailing piece is usually a left 
over catalog sheet or a few pages from 
his standard catalog. Copy and layout 
that did only a middling \iob when 
used for its original purpose, is sup- 
posed to acquire some magic power 
when it is put in an envelope and 
called direct mail. 

A trade book ad reprint is sent out 
as direct mail with an eye to the 
saving of plate costs, etc., but as soon 
as it is called mail, then, by golly, it 
better bring in orders or he is through 
with it. Most manufacturers will scoff 
at the idea of running a single adver 
tising insertion with any hope of im 
mediate results. “Gotta have continu 
ity to make it pay.” But, he will insist 
on immediate and profitable results 
from his first shot of direct mail. 

So, what is the answer? A willing 
ness to invest in direct mail on the 
same basis accorded other forms of ad 
vertising. This means an adequate bud 
get, a continuing program, and the 
use of enough good brain power to do 
an adequate job. The manufacturer 
who does this will get good results 
from direct mail. If he is not willing 
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SALES MESSAGE 
and SAMPLE PRODUCT 


arrive together in... 
Bag-Velopes 





When you mail a sample of your prod- 
uct with a sales letter — you'll find that 
Bag-Velopes will . . . © 













@ SaveTime —easy to pack —no 
tying, taping or eS 
labeling ; 
@ Save Money —no costly boxing, 7 
wrapping or twine 9 

@ Get Attention—because both letter e 
and sample are 
received at the 
same time. 


Send for samples 


CURTIS 1000 INC. 


ATLANTA, GA 













HOUSTON 


CLEVELAND, O 


HARTFORD. CONN ST. PAUL, MINN 





Special Lists of Security Brokers—Banks—Security Analysts—Funds 
Investment Advisers and Insurance Companies in the U. S. 


For Prcmoting New Business, Dealer Relations, Distribution of Sales Letters, 
Offering Circulars, Special Issues, Annual Reports, Special Reports, Etc. 


We address your Envelopes, Cards or Circulars, direct from up-to-the-minute 
Metal Addressograph Plates 


Send for circular showing breakdown and rates 


THE E-Z ADDRESSING SERVICE 


83 WASHINGTON STREET NEW YORK 6, N. Y. 


Telephone HAnover 2-9492 
“SERVING WALL STREET SINCE 1927” 











Want Help Preparing 
Your Direct Mail? 


Then get acquainted with the sales 


$10 KIT OF 
STOCK ART 


minded thinking and the proven 


writing talents at your service here 





Your inquiry will not obligate you 


EDWARD W. OSANN 


175-35 88th Avenue 
Jamaica 32, N. Y. 


Write now for your FREE sample “Clip Book 
of Ready-to-Use Art’ and new Hand-Llettering 
on Acetate. Also details on $10 kit of stock 
art free! Cuts paste-up time and costs in 
half. No obligation. Send for yours today. 


HARRY VOLK JR. ART STUDIO 
22 West Verona, Pleasantville 2, N. J. 
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in the Industrial field. 


it to McGraw-Hill. 
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DISPLAY ADVERTISING 
® Arouses Interest 

© Creates Preference 
DIRECT MAIL 

® Gets Personal Attention 


® Triggers Action 


with a display campaign, is a powerful action getter 


Do it now! The best advertising programs are planned well in advance 


Direct Mail Division, 
McGraw-Hill Publishing Co., Inc. 
330 West 42nd St., WN. Y. 36, N. Y. 


IT TAKES TWO 


After your prospect has been convinced by DISPLAY ADVERTISING, he still must take one 
giant step. He must act. A personalized mailing piece direct to his desk, in conjunction 


McGrow-Hill has a Direct Mail Division ready to serve you with over 150 specialized lists 
To get your copy of our free INDUSTRIAL DIRECT MAIL CATALOGUE (1954) containing 


complete, detailed information about our services, fill in the coupon below and mail 


Please forward my free copy of the . <Graw-Hill “Indus- 


trial Direct Mail Catalogue.” 


Compony—— . — 
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problem is 
bleck and white, 
benday or color process. 











Now— ‘brush-up 


Mail-Vertising pieces 


The Department Store of deas | 


GET THE FACTS! 


PHOTO-ENGRAVING COMPLETELY 
EXPLAINED TO THE LAYMAN 


with this modern, complete and fully 
illustrated guide to correct photoengraving methods. 108 
pages—Loavishly illustrated in black and white, and color 


44 WEST 28th STREET, NEW YORK 1, N. Y. 
Tel. MU 9-8585 * Branch Office: Market 2-4171 


Please send me (prepaid) 
book The Art and Technique of Photo-Engraving 


My check for $ s enclosed 
Nome 


Street 


or the Direct 


Ts, He 


for the Direct Advertiser 


Yours FREE for the asking 
Over 8000 direct advertisers have found in 


us a “different” source for envelopes and 


How about YOU? 
DIRECT MAIL ENVELOPE CO., INC. 


Advert 


15 W. 20th St.. New York 11, W. ¥. WA 4-0500 






HORAN ENGRAVING COMPANY, INC. 


copies of your 108 page revised 
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to meet these minimum requirements, 
he will be better off buying 25c mining 


StOc k 


he'll have more tor his money. 


JAMES R. DUFFY 


Assistant Advertising Manager, Sylvania Elec- 
tric Products, Inc. (incandescent lamps, radio 
tubes, fluorescent lamps and fixtures, elec- 
tronic devices) 60 Boston St., Salem, Mass. 


he matter of failing to cash in on 
leads secured from mailings has 
long rankled in my mind. The failure 
to tollow up on leads is apparently 


seldom encountered in companies 


where mailings total up to several a 
year, and where success in the degree 
we think of real volume returns is not 
an accepted thing. It seems to happen 


most frequently in instances where 
salesmen are deluged with leads, and 


ye degree of returns trom 


where a lar 
i mailing are accepted as the normal. 
Comes a time when the salesman, busy 
directions, begins to 
fisttul of 


extra work, or worse yet, 


in many other 


look upon a inquiries as 
nuisance. 
In the kind of mailings designed to 


produce inquiries or requests for an 


information piece of literature, ob- 
viously planned to create “leads” tor 
salesmen, | believe that only a small 
personally fol 


percentage are really 


lowed by salesmen. 


Our tormer custom was to handle 
return cards as tollows: (a) Send the 
break down 


districts and send 


material requested; (b) 
the cards by sales 
the cards to the proper districts to be 
passed out to the proper field repre 
sentative tor OHOW ups In their ter- 


ritories. 


We were in the 


measuring the 


position then of 
success of the mailing 
trom the standpoint of creating inter 
est by the hard cold percentage of in 
quiries. But after we had sent the 
literature requested and had sent the 


ards t& the district sales ofttices tor 
follow up, we were like the boy who 
“shot the arrow in the air, it fell to 


earth he knew not where.” Once we 
had let the cards yet out to the dis 
tricts, we had no home office follow up 


on the follow-up. 


It added up to this [he 


could follow up all of the leads, just 


salesman 


a tew of the leads, or conceivably none 
of them. There was no policing or 
tollow up trom the home office to see 


whether he had done so or not. 


We have adopted a new system of 
following up on the follow-up. We 
feel that the psychology of it alone 
(impressing on the salesman that the 


home oftice 1s checking on the fol 
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e 


low-up) may represent a percentage ol 


gain in getting the salesman to visit 
the prospect. Here's the system: 

When return cards are received, the 
inquirer’s name is typed on a four- 
page “snap out” form, on which has 
been printed the description of the 
specific mailing on which the request 
for literature was made, the descrip 
tion of the type of audience to whom 
the mailing was sent, the number of 
names on the list, and the exact piece 
of literature that was requested. 

We keep a carbon of this torm for 
follow-up and _ record 
send the remaining three to the dis 


purposes. We 


trict sales manager. He retains a copy 
and gives two copies to the salesman, 
in whose territory the prospect lies 
We are now down to the “low man 
on the totem pole.” The salesman 
either makes the call and fills in the 


information on the call, 


“report back” 
or if he is unable to do so, he passes 
the fourth copy of the snap-out form 
to a reliable wholesaler’s man who 
makes the call and fills out the “re 
port back” section of the form. 
The actual “report back” copy ot 
the form must come back to the sales 
department at the home office, even 
if no call has been made in such 
cases piving the reason why no action 
was taken. 

We are now adding an address label 
to the snap-out form so that while the 
inguirer’s name is being typed, the 
label tor the 


ing processed at the same time. 


literature envelope is be 


All of this procedure is causing much 
extra labor and possibly a bit ot 
delay in getting the leads out. But 
we are going to stay with it for a 
while at least to show the men that 


we consider these leads as important. 


A. S. VOGAN 


Manager, Sales Promotion, Macomber, Inc 
(steel building products) Canton, Ohio 


QO” of the things to think about in 
industrial direct mail 1s a rather 
unique double-barreled result a recent 
mailing accomplished for Macomber. 

It isn’t anybody's fault but people 
that a company sales representative 1s 
so busy making a living that there 
isn’t time enough to read and digest 
all the information in a company pro 
duct catalog. But boiled-down catalog 
information into just sales information 
for the buyer in a colorful direct mail 
piece designed to acquaint each sales 
representative's list of customers sud 
denly became a clear, shining light t 
our sales organization 


There are many manufacturers in 
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all lines of specialty production, like 
Macomber, who spend hours carefully 
analyzing product information about 
all the different adaptations ot a group 
of similar products only to find that 
the men responsible for that promo 
tion and sale give this information a 
once-over-lightly treatment. 

\ folder was designed to straighten 
out the buyer on the various types of 
steel joists Macomber catalogs, with 
an illustration and explanation of the 
While this 


a designer's choice 


function of each joist. 
analysis clarified 
for a given project and fulfilled its 
planned objective as a direct mail 
piece, it so completely reorganized the 
thinking of our own sales representa 
tives that there was immediate re 


sponse trom them that at last our 
complete line had been clarified to 
them. 

This is one of the by-products of in 
dustrial direct mail which proves the 
point that a factual analysis presented 
in readable form is its own best vehi 
cle for sales results. 


@ For the present, this concludes the round 
uf pinions But we receiwed man more 
which will be amplified in future issues, One 


in particular wii make a feature articte 


tsel} {i Coleman Calkins 





& Holden agency, in Kansas City, induced 
Newton D. Baker, adv. & sales prom. mgr 
Black Siwalls & Bryson, Inc. (mfers i ol 
i equipment, steel products ntrol valve 
heads), 7500 E. 12th St., Kansas City, 
give us fis outline jor thinking about in 
a iai mail Most com plete 


Watch for it in October 1954 Reporter 
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Portfolio’s here! 


@ 33 full-color 
designs ready for im- 
printing 


stationery 


bd 21 full color Creeti ng 
Cards. 

e © full-color Christmas En 
velopes. 

@ Manual with layouts and 


copy for Christmas Let 
ters and Greeting Cards 


e EXTRA—Stationery avail 
able two-up or four-up at 
regular price your copy 
imprinted at 50c M ex 
tra. 25,000 minimum—3- 
week delivery 


Send for your Portfolio 
today without obligation 
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HOW TO THINK ABOUT 


INDUSTRIAL DIRECT MAIL 





Section V: 





PUTTING 


A critical friend saw this manu 
script up to this exact point. After he 
had finished wading through all the 
descriptions and opinions, he said: “I'm 
confused. What are you trying to do, 
confuse ‘em?” We told him: “If you 
think you are confused now, you 
should see the letters we couldn't 
print; you should read the reports of 
interviews with distributors which 
would shock a lot of staid industrialists; 
you should inspect the piles of samples 
we've collected from manutacturers 
and distributors. Confused? You 
haven't even started to get confused.” 
One distributor said: “If you are going 
to interview a wide assortment of dis 
tributors, the confusion will multiply 
as the seventh power of the number 
you contact.” 

Cc. C. Harris (president of Rodney 
Hunt Mach. Co., Mill St. Orange, 
Mass.) wrote: “I am inclined to think 
that varying people in industry have 
as many different opinions regarding 
direct mail as in the selection of 
neckties.” 

Fred H. Pinkerton (now vice presi 
dent and sales manager of Reinhold 
Gould, Inc., 535 Fifth Ave., New York 
17, N. Y., but formerly advertising 
manager of an industrial division of 
United States Rubber Co.) told about 
his early struggles to get direct mail 
studied in NIAA circles . . . about 
one panel meeting he arranged with 
six panelists and only eleven people in 
the audience. He warned that we'd 
have trouble getting interest even 
though industrial advertising mana 
gers represent “the greatest number 
of users of direct mail.” 

Another friend, who doesn't want 


to be quoted, says that most industrial 
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ists don’t understand direct mail . . 
it’s just a conversational football kicked 
about by folks who have littl knowl 
edge of what it’s capable of doing 
for them. 

But in spite of all the warnings and 
criticisms this reporter refuses to 
be confused. We think the roundup 
of opinions (both printed and un- 
printed) has demonstrated that there 
is a great amount of interest in the 
subject. 

We can also understand why the 
NIAA found it so difficult to go 
through with their project of some 
years back compiling a manual 
on industrial direct mail. Maybe this 
preliminary effort will help. Prelimi 
. . because 
we realized halfway through the sur 


nary is used deliberately 


vey that this could be only a begin 
ning. Not a finished product. There 
are too many loose ends requiring 
further study. One phase alone would 
need a large-sized book. 

But what can be done about it now? 
How can the pieces be put together? 
Can all the varying opinions be re 
arranged into some orderly thinking 
about industrial direct mail? 

\t first it seemed logical only to 
recommend that the NIAA, or some 
similar industrial group, organize a 
series of direct mail seminars around 
the country: Use the opinions and ma 
terial collected as a basis for intensive 
training in direct mail (all phases of 
it). Other divisions of business are 
doing it. We've been watching, with 
great interest, the graduate short-term 
schools in banking, retail, hotel and 
what-have-you management. Growing 

and very successful. Why not 
more attention to industrial? 


TOGETHER 


The American Management Assn. 
came mighty close to it when it staged 
a three-day “Direct Mail Workshop 
and Orientation Seminar” at Chicago 
(August 31 to September 2, 1953). 
Program was arranged and chair 
manned by Joe Gutheinz (adv. & sales 
prom. mgr. of Diebold, Inc., Canton 
2, Ohio). Although the Seminar was 
open to sales and advertising execu 
tives of all kinds of manufacturing 
plants . . . the discussions were largely 
beamed toward industrial advertising, 
as defined here. 

Simply for the record, let's repro 
duce here the detailed outline for each 
of the discussion periods during these 
three days. It may come in handy for 
future educators or program chairmen 
of future seminars. It will also give 
some of you advertising managers a 
program for thinking. 


Outline for Discussion 


I. THE PART DIRECT MAIL PLAYS IN 
THE OVER-ALL ADVERTISING PROGRAM 


1. Method of distribution 


1. Direct 
b. Dealer 

2. Type of product 
a. New Consumer 


b. New Industria 


c. Service 


5. Type of customer 
a. Top level Management, Consumer or 
Industria 
b. Commodity purchasing grou 


" 


Over-all functions of Direct Mail 


a. Objectives 
b. Responsibilit 


c. Authority 





THE REPORTER OF DIRECT MAIL ADVERTISING 
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RESULTS 


BOOTH 
39 


PLAN TO STOP BY 
AND VISIT US 


DIRECT MAIL COMBINE-VELOPES 
BIND-IN-VELOPES °* TU-WAY ENVELOPES 


THE SAWDON COMPANY, 


480 LEXINGTON AVENUE © NEW YORK 17, N. Y. 
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Il. DETERMINING THE BUDGET FOR 
THE YEAR'S PLAN 
| Percent of Sales” type budget 

Uni budget 


3. New Product budget 


Il. MARKET TESTING A NEW MaAII 
ING PIECI 
|. Selecting the test market 

Color testing 
3. Cos testing 


+. Percentage return testing 


IV. MEASURING THE EFFECTIVENESS 
OF CAMPAIGNS 
! The payott im ales 
1. Follow-up on sales people 
b. Report to Management on result 
Percentage return § eftectiveness 


Cycle of returns with Direct Mail 


V. THE APPROACH BEST SUITED TO 
THE PRODUCT AND TO THE MARKET 
IT IS TO REACH 
1. Market analyzing 

Product applications 
3. Test product applications in given market 


+. User testumonials 


VI. MAILING LISTS 


|. Outside mailing lists 
4. Sources 
b. Effectiveness 
Company mailing lists 
a. Sources 
TContro 
Ettectivenes 


3. List Maintenance 
a Addressograph 
b. Elliott 
c. Control torms 
d. Cleaning lists 


VII. COORDINATING YOUR DIRECT 
MAIL PROGRAM 

Advertising 

Sales Promotion 


Publicity 


ww = 


Sales Department 

a. Direct 

b. Dealer 

Another encouraging sign on the 
horizon . so far as direct mail edu 
cation is concerned. Just as we were 
completing this study, news arrived 
that the University of Illinois, College 
of Commerce and Business Adminis 
tration,* plans to start (in the spring 
of 1955) a Graduate Short-Term (2 
weeks) Seminar devoted to direct mail. 
The program outline is excellent. It 
was submitted to the board of the 
Direct Mail Advertising Assn., which 
will cooperate. We predict that many 
industrial advertising managers will 
be going back to school when the 
Illinois project becomes a reality. 


*To get your name on the list for advance 


information on the course write to 
Robert G. Seymour, director Bureau of 
Business Management Service, College of 


Commerce and Business Administration, Uni 


versity of Illinois, Urbana, Ill 





But Joe Gutheinz’ outline and the 
Illinois program are a little too detailed 
and all inclusive for present thinking. 
On the basis of opinions gathered, this 
whole subject of industrial direct mail 
could be broken down into six fairly 
simple divisions of study. Each division 
might require a separate research pro 
ject for the NIAA or the DMAA ... 
and each might need a book or man- 
ual . . . but we'll outline the problems 
and their possible solution. 

What the industrial advertising held 
needs MOST right now is a continu 
ing study of these six phases of direct 
mail: 


1. MANAGEMENT ACCEPTANCE 
ANALYSIS AND PLANNING 
LIST BUILDING AND CONTROL 
FUNCTIONS AND FORMATS 
C-O-P-Y 

HANDLING 


ous wow 


Those are the six divisions which 
appeared clearly after analyzing the 
opinions and interviews. All we can 
do is outline the possibilities under 
each division. The rest is . . . a con 
tinuing study. 


Direct Mail Associates for Eastern, Midwestern and Southern Markets 


We need associates with up-to-date “occupant” lists and 
complete mailing facilities to work with us in handling our 


mass mailings. The rapid nation-wide expansion of our 
services has paved the way for increasing our associates. 
An associate of Western Empire increases his business with 
our mass mailings and our national “Brands You Know” 


cooperative group-couponing program. 


For complete details, contact our DMAA convention 


representative, Ben Vail, or write our home office. 


WESTERN EMPIRE 


Direct Advertising Co. 


612 Howard Street, San Francisco 5, California + Sales Offices: New York, Chicago, San Francisco, Honolulu 
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Analyze most of the “Opinions” 
given generally and you will detect 
a common denominator of thinking 
which is hard to describe . .. a fear 
of industrial top management by agen- 
cies, printers, ad managers, etc.; a 
misunderstanding by top management 
of direct mail or printed promotions; 
a depreciation of direct mail by sales 
men or sales managers. 

Might as well face the problem 
frankly. For only in this first one 
phase is the real solution for the con 
tused thinking about “direct mail” or 
whatever term you want to call it. 

Most industrial concerns were start 
ed and are still headed by engineers, 
inventors or technical men ot some 
kind. Sales forces are recruited from 
engineering schools. Sales managers 
are graduates from engineering schools. 

The engineering schools, for the 
most part, looked down their slide 
rule noses at the “gentlemen courses” 
taught at the schools of commerce and 
finance, etc. That was the condition 
around 1916 and the 1920's. And, after 
considerable checking, we find that 
the situation isn’t a whole lot different 
today. Engineering training in most 
colleges and universities does not in 
clude training in economics, salesman 
ship, writing and the other tools ot 
fighting for business. A few schools 
are changing the trend. MIT has op 
tional courses in salesmanship. Illinois 
offers optional courses in “journalism” 
or English. But in the main .. . eng? 
neering has been engineering and noth 
ing else. 

That is why enlightened firms, like 
General Electric, when they have re 
cruited new talent from the engineer 
ing schools each year, insist that the re 
cruits (for the sales and advertising 
divisions) take GE's own hard-boiled 
intensive course in advertising. Many 
long hours are devoted to direct mail 
with formal lectures and informal dis 
cussions. One reason, perhaps, why 
General Electric's direct mail is so 
good. 

But in this study, we should not be 
concerned with GE, or Westinghouse, 
or DuPont. They have learned the 
lessons by trial, error and experience. 
Their cirect mail budgets have grown 
because management investigated, re 


searched and then taught the recruits. 
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MANAGEMENT ACCEPTANCE 


General Electric, for example, has a 
monthly, voluminous report going to 
all sales executives and district mana- 
gers describing and enclosing every 
keyed mailing to be made in a follow 
ing specified month . even down to 
the details of who wrote the transmit 
tal letter for which technical manual 
or circular; when it will be mailed; to 
whom; why, etc. Involves millions of 
dollars a year for all of the products, 
with the writing and production han 
dled by a hundred or so internal ac 
count executives. 

But, as said before, GE and a few 
others do not need this study. This 
should be concerned with the average 
industrial manufacturer. (The big 
ones, when you analyze them, are 
simply a concentration under one root, 
or at subsidiary branches, of a lot of 
smaller components. ) 


“Routinization” 


So the first problem for industrial 
direct mail is to get average industrial 
management acquainted with it, or 
accepting it. That is a problem. Its 
easy to see why there is such an easy 
acceptance ol trade paper advertising. 
The engineering students grow up 
with trade papers. The papers were 
part of their education. They still are. 
Always will be. 


The engineering student who be 
comes advertising manager, or vice 
president, or president, also becomes 
the victim of routinization, as Ernest 
Dichter, Ph. D., calls it. When the ad 
vertising agency recommends “trade 
paper advertising,” industrial manage 
ment accepts it because its frightening 
to think of doing anything else 
out of routine.* 

We've been interested in some of 
the investigations in the advertising 
field conducted by Dr. Dichter, presi- 
dent ot the Institute for Research in 
Mass Motivations, Inc., Croton-on 


*Associated Business Papers, Inc., has been 
trying to get people to use the term “busi 
ness papers’ instead of “trade , claim 
ing that there are three types otf dusiness 
papers industrial (such as Iron Age) 
professional (such as Modern Hygiene) and 
trade (such as Boot & Shoe Reporter). But 
since many of our opimons reter to trade 
or industrial magazines we have stuck 
to the old-tashioned terminology 


Hudson, N. Y. (The institute’s name 
scared us, but the findings were start 
ling.) 

Dr. Dichter found, for example, that 
fear (insecurity) — and not what 1s 
best for selling a product — is one of 
the prime motivating factors in the 
selection and use of media among ail 
ranks of agencymen and advertisers. 
That is shocking! 


Sponsor magazine (510 Madison 
Ave., New York 22, N. Y.) recentiy 
published a series of 25 articles, co 
operating with Dr. Dichter, on an all 
media study. We recommend it to all 
industrial admen (and higher). Spon- 
sor and Dr. Dichter found five con 
scious or subconscious factors often in- 
fluence admen in choosing media. 
None has anything to do with selling 
the product. Here they are: 


1. ddman’s background. He tends to 
stick with what he knows best. 
2. Job 


takes no chances, follows leader. 


security. Insecure adman 
3. Personal bias. Adman who hates 


commercials may boycott air media. 
4. Desire to impress. Adman may 
plan big splash just to get attention. 


5. Desire to get new business. (for 
getting present customers). Agency 
may do same to win new clients. 


Dr. Dichter also found that agency 
men and advertising executives are 
often driven by fear and insecurity be 
cause they can’t measure exact results 
of advertising. In consequence, they 
tall back on these substitutes for cre 
ative thinking: 


|) Drive toward mass coverage. “\t 
you shout loud enough, someone 1s 
bound to hear.” 2) “Unit-circulation 
cost’ concept (cost-per-M). Buy the 
cheapest. Make your competitor out 
spend you. 3) Make campaigns fit 
budget instead of accomplish specific 
objectives. 4) Sell “prestige ’ instead ot 
products for client, as well as self. 5) 
Depend on some sensational aspect of 
product to sell it. Look for “seals of 
approval” from media giving them. 6) 
“Just keep drumming.” The mathe 
matical concept of repetition. Depend 
on size and frequency to get your 
message across. 7) Expediency. Stick 
to a successful combination. Follow the 
crowd. Please dealer and let HIM sell 
the goods. Don’t risk a new medium. 


Isn't that a good description of just 
about what’s wrong with most indus 
trial direct mail thinking? 
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K. L. Walters (consultant-media 
planning, Marketing Services Division, 
General Electric Co., 570 Lexington 
Ave., New York 22, N. Y. ) recently 
made a statement about the coming 


: et 1 
challenge of better media selection. 


Among many other things he said 
about our changing and more “auto 
mationized” lives, were these words: 
lt is o8 nier n that media people need 
¢ f r fhemscive f existing 

’ "ae Lae? g up on th igh hal 
frequently enough long enough, why not 
g thought t ting new media? | don't 
know what such new media might be, but 
een fo me tha / we, as media people 
mindstii function aeveiop what 
necded ft fili etter definition 

ig und penetration |} markets, some 

CH na “ fAwA c Mit mevitaviy 

developed 

Well . . . to many advertising agency 


people and industrial advertisers direct 
mail is still a new, untried-in-full 
medium. To meet the challenge ol 


they will be forced 


competition 
to consider it more carefully. 

Of course, direct mail is something 
to be afraid of. Maybe the name itseli 
frightens some manufacturers. Perhaps 
it should be something technical lke 
printed sales engineering” or “printed 
sales machinery. 

John Yeck, of Dayton, Ohio, said a 
mouthful at the 1951 NIAA conven 


tion. Worth repeating here: 


Direct mail is not easy to do. In the 
first place you control your own “cir 
culation You must build your own 
list and you can't afford much 
waste. In other media, someone else 
builds circulation for you. It gets con 
stant attention, every day. Your mail 
ing list must get constant attention, 
too. Otherwise, it will gradually jade 
away 

Secondly, whoever writes your direct 
mail must have ability lesop Glim 
says writing good business paper ad 
vertising is harder than writing for 
the mass market. Writing good direct 
mail is harder yet. It can u ork won 
ders when it's right . . . but when 
it's bad, it Aurts worse. 

Third, you must choose your pro- 
ducers carefully. You don't get any 
choice in other media. When you buy 
space or time you automatically get 
skill ad production men, tu ho see that 
your message is delivered as you or 
dered it. But millions of pieces of in 
dustrial direct mail are produced by 
unskilled help and subtly sabo 


la ge da Dy iv norance 


[hat summarizes the problem. Man 
agement, trained in enginecring, hasnt 


really faced the challenge oft an un 
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familiar, difficult-at-times sales tool. 
Nor has the average industrial adver- 
tising manager. 

For instance, Howard B. Begg (gen 
eral manager of Squier, Schilling & 
Skiff, Inc. industrial supply dis 
tributors Newark, N. J.) recently 
talked to the Eastern Industrial Ad 
vertisers Assn. in Philadelphia. He 
pleaded with manufacturers to stop 
treating distributors like a “stepchild” 
in the realm of advertising. He blamed 
the serious lack of advertising by dis 
tributors on the manufacturers’ failure 
to help adequately. 

Sut here was the real shocker! Mr. 
Begg stated flatly that his own firm 
had been visited by only four manu 
facturer’s advertising executives in the 
last nine years by actual co .nt. How 
could the advertising managers know 
the distributors’ problems if they were 
too lazy or indifferent to visit the 
outlet tor their advertising? If easily 
accessible Newark received that treat 
ment, what about distributors in more 
faraway spots? 


Four Mailings Per Month 

That particular situation is made 
worse when you study a survey made 
by Industrial Distribution in December 
1953 (McGraw-Hill). A countrywide 
survey of industrial distributors showed 
that 91% use direct mail; 99% use 
the telephone directory; 66% use news 
papers or local magazine advertising; 
84% use gifts and/or novelties. When 
asked “What is your most effective 
form of advertising?” . . . 74% 
spotted direct mail; 7% credited the 
telephone directory; 2% newspapers; 
and 12% didn’t know. 

Twenty-tive percent (25%) of the 
distributors said they averaged four 
mailing a month; 16% mailed twice 
a month; 31° every month; the rest 
scattered down to once or twice a year. 

In other words, if the distributors of 
industrial machinery and supplies are 
as much interested in direct mail as 
they seem to be why shouldn't 
the manufacturers (most of whom 
have distributors or representatives) be 
more interested than they appear to be? 

I wish it could be possible to get 
into one room at one time the presi 
dents ot about seven hundred certain 
companies. I'd like to put them 
through the nightmare of seeing, with 
their own eyes, the pieces we've col 
lected during this survey, from all of 
them. They should hear the contiden 
tial remarks from distributors, recipl 
ents, analysts, etc., on what's good and 
what's bad. 

On one side of the room, there 


would be the Stars which are men 
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tioned favorably repeatedly by dis- 
tributors . . . such as: American Mari 
etta Co., Norton Co. and subsidiary, 
Behr-Manning Corp., Black & Decker 
Mfg. Co., Delta Mfg. Co., Falk Corp., 
Ladish Co., Simonds Saw & Steel Co., 
Worthington Pump & Mach. Corp., 
among others. 

On the other side (or sides) there 
should be the atrocious material sup 
plied to distributors by a big majority. 
These presidents, careful in their own 
dress and manners, would see why 
and how they are not stacking up 
with competition. And by competition 
we don’t mean similar products 
we mean any kind of promotions com 
peting tor attention in the same 
market. 

The manufacturers who are furnish 
ing distributors and agents with “poor 
stuff” are not only losing face with 
their representatives, but are getting 
half-value for the money spent. The 
funny thing is that some of the poor 
stuff works possibly because of 
the momentum of the distributors’ 
own mailings. More of that later. 


More D.M. Appropriations 


That is the real problem in indus 
trial direct mail. Convincing manage 
ment to change its habits of thinking 
about media. Maybe a book could be 
written about it, but we can’t cover 
it here. (It’s in other studies.) 

The advertising managers of indus 
trial firms claim they want more in 
formation about direct mail; want to 
get more appropriations for direct 
mail; so they can do a better job. Per 
haps they have failed to use the right 
tactics for convincing. 

Why did we print all the opinions 
in this study 
overlapped in thinking, even though 


when a lot of them 


in different language? The main rea 
son: To give you quotable excerpts 
to show to management when asking 
for direct mail funds. Did you under 
line or check the parts which applied 
to your business? 

Remember the Borden and Busse 
formulas for “How to Win a Sales 
Argument”? The sixth and last specs 
fied that you should always bring in a 
respected or authoritative third party 
whose name, knowledge, or reputation 
would influence your “opponent.” 
That’s why quotes and case histories 
are valuable in convincing manage 
ment. That’s why several smart adver 
tising managers in the industrial field 
are constantly presenting to manage- 
ment reports on progress, testimonials 
received, case histories or tabulated 
results. 
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Aldred Scott (advertising manager 
of Standard Pressed Steel Co., Jenkin 
town, Pa.) recently launched a little, 
strictly-controlled-circulation, —_ internal 
house magazine called Ad-Lib. Goes 
only to top management officials of 
the “world’s largest producer of socket 
head screws.” Explains, in Kiphager 
staccato, all current steps in the adver 
tising program. 


Another industrial ad manager, who 
won't be quoted, sends a dittoed, con 
fidential chart each month to top man- 
agement. Contains a complete break 
down of money spent for direct mail, 
space, exhibits, etc.; leads developed; 
proposals actually made; 
closed; dollar volume; and cost of de 
velopment per $100 closed . . . with 
a separate breakdown for all branch 


contracts 


offices. I've seen the sheets but can 
not release them as they are strictly) 
confidential. He has no trouble selling 
management . . . because he has the 
facts, Ma’m down in black and 
white. The cost of direct mail per $100 
actually sold from  inquiry-proposals 
is sensational compared to other ef 
forts. And it wouldn’t be fair to even 
quote the comparisons . . . for the 
“other efforts” most likely provided 
the background which helped make 
the direct mail successful. 


One thing is apparent as the result 
of this survey . there does not seem 
to be the same camaraderie, or willing 
ness-to-share-knowledge, in the indus 
trial field as there is, for example, in 
pharmaceutical advertising, or in mail 
order. Management is reluctant to re 
veal information. Afraid competitors 
would get an edge or find out to 
much about company volume. (Even 
though annual reports to stoc kholders 
may tell the whole story.) 


There isn’t the same drive in_ the 
industrial field for digging out tacts. 
Mail order people around the country 
gather frequently and swap informa 
tion on techniques . . . but in indus 
trial meetings the emphasis 1s on “gen 
eralities”. Maybe the industrial adver 
tising managers should go to more 
meetings out of their field to learn 
how to dig for facts, which if dug 
properly would convince top manage 
ment to pay more attention to a vital 
adjunct of selling. Management can 
only be convinced by facts. 


For instance, we've heard many 1n- 
dustrial admen say that results from 
their direct mail cannot be determined. 
If admen say so... it must reflect 
the thinking of top management, too. 
Suppose the industrial 


manager had gumption enough to go 


advertising 
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There’s a best way to pro- 
duce direct mail. . . 

MASA members study the 
best, most effective, ways 
of production; support re- 
search and fact finding; 
share knowledge of im- 
proved methods. Their ob- 
ject is better results for you. 
When you try to “save” 
money with “cheap” pro- 
duction you tamper with re- 
sults. To check the effective- 
ness of your production 
source . . Always say, 
“Are you MASA?” 

YOUR BEST SOURCE for: Creative di- 
rect mail campaigns, multigraphing 
mimeographing, offset and letterpress 
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postal regulations and better direct 
mail results 


For names of MASA 
members nearest you, write 


Mail Advertising 
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ADDRESSING 
MACHINES 


offer you the only competition 


you can find in the Addressing 


Machine industry. 


Consult your yellow telephone 
book or write to The Elliott 
Addressing Machine Co., 
127 Albany St., Cambridge, 
39, Mass. 


———— 


out of his own field and find out what 
fields... 
compari 


has been done in comparabl 
then 
sons to top management. 

Take 


maceutical 


show the record and 

Phar 
eventu 
ally But the 
“ethical” through 
wholesalers and druggists who are con 
(comparable 


this Starter. 


manufacturers sell 


case aS a 


dentists, etc. 
only 


to do tors, 
houses _ sell 
men” 


tacted by “detail 


to industrial manufacturers’ salesmen 
contacting distributors and distributors’ 
customers). The “detailmen” also visit 
the doctors. Final sales depend on the 
prescription demands of the physicians, 
just as final sales of industrial supplies 
depend on the demands of the engi 


or purchasing 


neer, ftactory foreman 

agent. 
Charles S. 

charge of pub. rel. & adv. of 


North 
remarkable 


Downs (vice pres. in 
Abbott 
Ill.) 
June 
Adver 


Phar 


been ac- 


Chicago, 
talk at the 
1954 annual convention of the 
Association of the West. 


had 


cused ot spending too much money on 


Laboratories, 
made a 


tisings 


maceutical advertisers 


direct mail and Charlie set out 


to prove the critics wrong. 


His advertising program requires an 
dollar 


multimillion expendi 


“Of this, roughly halt 


annual 
ture. He stated 
goes into direct mail, if one does not 
include the cost of samples distributed 
by mail to physicians on request and 
otherwise. If this cost 1s included, di 
somewhat more 


total 


rect mail accounts for 
than half of 
expenditure.” 


our advertising 


His direct mail audience consists of 


approximately 185,000 professic nal 
who receive (in 


Aun 


running 


men and women 


verying groups) more than two 
dred different pie-es a 
the gamut of 


be ks, 


novelties 


year 
letters, broadsides, 


brochures, booklets, folders, 


mechanical and whatnot. 


In spite of the interrelationship ol 
trade advertising, direct mail and “de 
sales, 


with 


tail men” in effecting final 


Charlie Downs experimented 


ideas for neasuring the effectiveness 


of direct mail. Let’s take the space to 


listen to one experiment, because the 
principles could be followed in the in 
basis of con 


dustrial field . .. as a 


vincing manageme nt. 


Charles S. Downs speaking: 


We are convinced that some degree 
of actual sales measurement of the ef 
fectiveness of our direct mail is 


sible. We 


methods and have come to rely 


pos- 


have tried a number of 
most 
strongly on what might be called the 
method of controlled experiment. Here 


is an example 


Let us call the product involved 
Prescription Product No. 1984. (The 
real little 


nonmedical people.) Product No. 1984 


Mame 1S a cumbersome lor 


is a good product. It has very sub 
stantial prescription sales possibilities. 
It is 
outmoded by 
velopment or discovery. No. 


therapeutically up to-date, not 
medical de 


1984 is 


some new 


not exclusive or semi-exclusive with 
Abbott, there being fifty-two competi 
tive products of like or similar com 
position in a market dominated by the 
products of three of our competitors. 

At the 
started, we were not doing well with 
No. 1984. (We do have products like 
that, know.) The had 


been introduced two or three years be 


time our experiment Was 


you product 


fore and had been the object of a fair 

amount of advertising and sales effort 

But substantial 
j 


flurry of sales, it slowly began to die. 


after an initial, fairly 


Our salesmen became discouraged with 
No. 1984 and stopped promoting it on 


their calls to physicians. Advertising 


support for the product declined. 


Then on June 1, 1951, we launched 


our experiment. Four relatively small 


areas of the country were chosen. Se 


lection was based on veral considera 
tk 


areas ne 


1984 


tions. In three of the four 

Product No per 
physician was at or below our national 
One 


above the 


average sale of 


average for the item. test area 


national 
No. 


chosen was well 


average sale per physician for 
1984 for a quite obvious reason 
harder to relatively 
than a The 


areas were widely separated geograph 


increase a 


relatively small sale. four 


ically; they were largely self-contained 
had 


area tor 


in wholesale service; and they 


closely comparable adjacent 
use as controls. 
During the first four wecks of the 


Abbott 


sician in the test areas two very simple 


experiment, sent every phy- 
inexpensive mailings 


No. 1984. 


mailing a week on the product has 


and featuring 


Product Since then, one 
been sent to those doctors right down 
to the present time. A good many of 
these mailings were government postal 
cards. Others were small, inexpensively 
folders. An 


And, at regular inter 


printed occasional letter 


has been used. 


vals, samples of the product, accom 


panied by some piece of printed a 


vertising matter, have been sent. 


Our salesmen were 
this test 
moreover, were taken to try to keep 


not informed of 
campaign. Special measures, 
them from becoming aware of it or 
might re 


sult. With more than 600 products to 


any sales increases which 


sell and as much other direct mail ad 


vertising as Abbott does, such meas 
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ures are not too difficult to arrange 
and we have some reason to believe 
that they have been at least passably 
successful. 

Let’s look at actual sales results of 
our test campaign. The combined 
average monthly sales of Prescription 
Product No. 1984 in the four test 
areas, before the start of our experi 
ment, amounted to just $693.82. At 
the end of only three months, with 
the program described, the average 
monthly sale in the four test areas had 
moved upward to $1,938.70, an in- 
crease of 179.4%. In six months, the 
rate of sale was averaging $2,536.60, 
or a 265.5% increase. At eighteen 
months, at twenty-four months and 
at thirty months, sales in the test areas 
swept on upward. At the end of 
thirty-six months, the combined aver 
age monthly sale of No. 1984 was at 
a rate of $5,727.05 a month, an in 
crease of 725.4% over the $693.82 
average rate at the time the test was 
launched. It has been mentioned that, 
at the outset of the experiment, the 
average sale per doctor of No. 1984 in 
one of our test areas was substantially 
above that of the comparable national 
average. Sales increases in this area 
are as remarkable as in the others. 
Sales of the product in the rest of the 
country, with an exception I'll mention 
shortly, have continued to decline. 

To explain why the test campaign 
has not been extended to reverse the 
downward sales trend of No. 1984 in 
the country as a whole, I must tell 
you that after our experiment was 
launched, one of the raw materials 
used in manufacturing the item in 
creased so greatly in prrce that very 
little profit remained in the finished 
preparation. By that time, however, 
the experiment had become sufficiently 
interesting so that we decided, first, 
to avoid bringing a second variable 
into the experiment by increasing the 
price of the product, and, second, to 
continue the experiment 
gain added knowledge. 

One further note about the test di 


simply to 


rect mail program for Product 1984. 
We had planned originally to continue 
our campaign until sales of the pro 
duct reached a plateau in our test 
areas, something which certainly would 
have had to happen sooner or later. 
After that, we planned to carry the 
experiment into a second phase. How 
ever, the hazards of life on our planet 
and the occupational diseases of ad 
vertising men being what they are, we 
decided recently not to wait until a 
sales plateau had been reached. After 
all, if the sales chart offers any in 
dication, the leveling-off might still 
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be years away. For this reason, the 
second phase will be launched July 1, 
1954. On that date all advertising for 
Product No. 1984 will be discontinued 
in one test area. There will be a 75% 
reduction in the second area, 50% in 
the third and 25% in the fourth. To 
us with Abbott Laboratories, at least, 
it is going to be extremely interesting 
to see how large a volume of direct 
mail is necessary just to hold sales of 
the product once they have been 
achieved. 
> > > 

End of that Charlie 
Downs’ remarkable report. Is_ there 
anv reason in the world why such ex 
periments could not be conducted 44 
management in the industrial field? 
Maybe industrial admen should get the 
entire talk from Charlie, giving furth 
er “controlled experiments.” Another 
test involved the same product and 
same advertising literature . . . ex 
cept that physicians in one area re 
ceived the pieces only Aalf as frequent- 
ly as those in the first area. Sales in- 
creases in the half-frequency test aver 
aged almost exactly 50% of those in 
the original campaign. 

Case histories like that make con 
vincing arguments. So do reports from 
other fields (if you cant get them 


portion of 


from industrials). 

At the 1953 DMAA convention, rep 
resentatives of the Ford Motor Co., 
J. Walter Thompson Co., and Elmo 
Roper told “The Ford Story” . . . of 
the survey of readership and “reten 
tive value” of direct mail which con 
vinced Ford officials to increase the 
direct mail budget far beyond any 
thing ever attempted before. The sur- 
vey concerned consumers, but the ¢ech 
niques of research and fact gathering 
could be applied to industrial direct 
mail.* 

That's enough for the present on 
phase one. Never will be concluded. 
Requires constant research by adver 
tising manager, agencies or the Na 
tional Industrial Advertisers Assn. 
Maybe Dr. Dichter, with his research 
in mass motivations, could help. 

Our contention is simply this: Be- 
fore industrial direct mail can be im 
proved, or before the confusion can 
be eliminated, some method must be 
found to convince top industrial man- 
agement NOT TO BE AFRAID of 
direct mail. Which leads naturally in 
to phase two . for thinking. 

*The entire Ford—DMAA program was 
Walter 
Detroit, 
Mich. Understand supply was exhausted 


printed in pamphlet torm by | 
Thompson Co., 535 Griswold St., 


but you might be able to borrow a cop 
from JWT's Public Relations Office, or from 
the Direct Mail Advertising Assn., 








Use a Holiday Gadget 

On Your Christmas Letter 
Add interest, please your cus- 
tomers, get immediate attention 
to your special Christmas letter 
to your customers this year by us- 
ing one or more of our attractive 
inexpensive letter gadgets to dress 
it up. 

If you are sending gifts you can at- 
tach the Christmas gadget to card. 
We have in stock over 3 million 
gadgets of 1,000 different kinds 
to illustrate any kind of an idea. 
Send $1.00 for catalog and kit 

of 50 different samples. 


A. MITCHELL 


111 West Jackson Boulevard 
Room 735, Chicago 4, Illinois 








Want To Make Your 
Direct Mail Fund-Raising 
Appeals More Productive? 


Then let me tell you how 
1 have helped make other 
appeals more effective and 
how I could help you in- 
crease your percentage of 
returns and net dollar in- 
come. 


HW] 

And, by the way, if you’re going to 
be in Boston attending the Direct 
Mail Advertising Association Con- 
vention on October 13, 14 and 15 
that would be an excellent time 
for you and me to sit down for 
an exploratory discussion of your 
fund-raising problems. 

Look me up—l’ll be at the Statler. 


WUILLZANM i. PROF? 


27 Washington PI., East Orange, N. J. 





TOP NEGRO NAMES 


The only compiled lists of top Negro names 
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ANALYSIS and PLANNING 


Presuming that management (in 
cluding the advertising department 
and/or the agency) has been con 
vinced that direct mail must play an 
important part in an industrial adver 
tising program what are the first 
steps in getting the wheels rolling? 


You probably noticed in many of 
the “opinions” that agencymen, coun 
selors, printers and advertising mana 
gers labeled careful planning as the 
prime requisite of industrial direct 
mail. 


But after analyzing hundreds of 
pieces, campaigns and comments 
we wonder how much sound analysis 
and planning is actually performed by 
the average industrial ad manager. 
Their work doesn’t show much ev1 
dence of it. 


At the 1954 Montreal convention of 
the NIAA, George Staudt (ad manager 
of Harnischfeger Corp., Milwaukee, 
Wis.) made a fine talk the day betore 
he was elected chairman of the board 
of NIAA. He was pretty rough on in 
dustrial advertising in his introduction: 

Industrial advertising puts me to sleep 
Well, most of it does. And 1 have an uncom 
fortable feeling that it puts a lot of potential 
customers to sleep, too. Even ours. Anyway 
I'm sure that the advertising of industrial 
products is not as effective as it could be 

as wt should be. The trouble is, if 
you'll pardon shaggy-dogism, the advertising 
of industrial products is TOO DAMNED 


INDUSTRIAL. Meaning dull 


But what gave us a kick was his 
burlesqued description of a manage 
ment advertising-advisory-committee 
helping the advertising manager form 
ulate a program to introduce a new 
product. Some of the remarks, illus 
trated with cartoons, were: 


Vice President in Charge of Engi- 
neering: “What we need is a socko 
campaign in the journal for Amal 
gamated Sewer Pipe Engineers. Take 
half-pages if necessary. And be sure 
to run the chart on page 784 of the 
MPQV and SO Guide.” 


Sales Manager: “We dont need any 
advertising at all. My boys'll put her 
across. But if you do have to have ads, 
be sure to put a babe in a tight sweat 
er in them.” 


Plant Manager: “Don't forget to run 
a big picture of our new tool room.” 


Comptroller: “1 don't think we 
should spend any money.” 

Even though burlesqued to put 
across a point that kind of mixed 
up thinking applies to too many ad 
vertising ventures. Lack of intelligent, 
down-to-arth planning. Planning in 
advertising is very much like Mark 
Twain’s weather. Everybody talks 
about it . . . but nobody does any 
thing about it. 

Planning (expecially for direct mail) 
can be made simple . . . even if it’s 
work, We've talked about a simple 
analysis chart before (in other studies) 
but will repeat it again in revised form 
for industrialists. Engineering minds 
should like the analysis form on op 
posite page . . . because it looks tech 
nical. It’s a chart! 


field haven't learned to be negative 

analysts 

It will help. 
No need to discuss the chart or 


get on the bandwagon. 


analysis sheet in detail. Some points 
will be covered later. One optimistic 
note: Most industrial firms have points 
1 and 2 (on chart) well covered. They 
must, because products are technical. 
Industrialists are far better than their 
mail order and financial brothers in 
describing their offers. But when you 
hit number 3 (markets) and then 
down, the industrialists begin to slip 
badly. If 3 were carefully analyzed, 
both positive and negative, there 
wouldn't be so much confused think 
ing about lists (more later). 

Now look at analysis point 4 on 
chart. How many industrial advertis- 
ing managers have actually done a job 
on that one? (Mr. Begg, of Newark, 
said only four advertising executives 
visited his distributor firm in a period 
of nine years.) 

For instance. the negative survey 
would show that industrial distribu 
tors (we have reports trom both 


ANALYSIS OF BUSINESS 


On the left side of the chart, you have the positive questions which should be 


asked and answered about a business before you can plan any direct mail effort 
intelligently. 
On the right is the negative approach. Under each of the seven divisions we have 
listed (instead of questions) some of the answers or resistances you may encounter. 
This chart is simply a guide for undertaking an internal research. It may be sim- 
plified or expanded to fit individual cases. 


But, seriously, every agency and 
every industrial ad manager needs to 
make the suggested analysis before 
trying to do any sort of good job with 
direct mail. You'll flop if you don't. 
Here’s a simple explanation: 

Make a Positive fact basis, plus 
analysis, of the seven vital points which 
affect any marketing planning. Go 
after all the positive or good points 
which may help to influence sales. 
Then, and this is more important, 
change to the Negative and go after all 
the obstacles or resistances which may 
hurt sales relationships and final sales. 
It may sound screwy . but it works. 

This reporter has been accused at 
times of being too negative. We were 
negative in the study ot Mail Order 

trying to pinpoint the dangers, 
the trouble spots. We could write a 
lovely, chocolate-coated epic about in 
dustrial direct mail by giving you ten 
or twelve case histories in which every 
body involved, from the president 
down to the postman on the route, did 
everything just ducky. But it wouldnt 
help anyone to learn what not to do. 

So if you folks in the industrial 





Canada and the United States) are 
constantly kicking about the small, in 
signficant space allowed on envelope 
stuffers, mailing pieces, etc., for the 
distributor's imprint. Usually, an inch 
or inch and-a-half buried on the last 
page. Every industrial ad manager in 
the country should be induced some 
way to visit all his distributors (for 
as long as it takes). Hed learn plen 
ty .. . about his own work and that 
of competitors. 

During this survey, we uncovered 
dozens of examples where the manu- 
facturers were so proud of their own 
names that they furnished distributors 
with booklets, folders, pocket guide 
books, etc., 
square inch of space for imprint. Sev 
eral of the pieces had illustrated bleed 
covers and backs on which the oniy 
possible imprinting could be a sloppy 


without a single, solitary 


rubber stamp over the illustration. No 
wonder the distributor is irritated. His 
name 1S the important name loc ally. 
In many cases his name -1s_ better 
known and more reputable Jocail; 
than the far-off 
Podunk. 


manufacturer in 
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POSITIVE NEGATIVE 


oommmanenetibdaiineteaaetiena anal 
SALES RESISTANCES IN THE COMPANY 








COMPANY Executives not fully sold marketing plar 
FACT BASIS: Age? 2? Reputation? Names and background of 2. Salesmen not well selected, trained or supervised 
officers; local, national o > id of company executives? Territory being 3. Not enough salesmen to thoroughly cover the market 


sold? Potential territory s? Dividends? Credit rating? Labor and 4 sufficient finances; too small sales and advertising budget 


employee relations? acceptance? 5. Bad location; not near center of the market 
6. Poor credit handling; poor shipping; wrong terms used 
FACT ANALYSIS: Analyze « f the questions in the Fact Basis. Are there F ales policies out-of-date or not in ne with ideals 
internal and external p as public relations; getting information to S. lack of sound public relations program; bad community relations 
stockholders; employee amunity good-will, etc 9. Lack of sound employee relations 
} Fear of economi« onditions; lack ¢ onfidence, aggressiveness, etc 





SALES RESISTANCES IN THE PRODUCT OR SERVICE 


Priced too high for a k acceptance r nparison with competition 
4. VOE orf y meet the arket's t ands lesires 
2. THE PRODUCT OR SERVICE 3. Requires too much after-service 
FACT BASIS: Full details on how it’s made? How protected? Chief advan 4. Lacks inherent selling points 
tages? Advantages ove mpetition? Disadvantages? Sources of raw materials? 5. Diff t to sample or prove superiorities 
Highlights of f How does it meet the demand? Special service fea 6. Insufficient profit margir 
50 ght? 7. Diff t or too expensive t nsta se r explair 
8. Lack of eye-appea eiaelale] rs; ‘poor desigr no display value 
t meet and match buyer's need and ee “ ferior labeling or packaging 
U C costiy tO produce 
11. Lack iMelthi i) lalellale Maal. 1a ammo) nmediate MsumMer recognition 
12. Lack of package insert on explanation of fu ses 





SALES RESISTANCES IN THE MARKET 


THE MARKET 1. Buying habits hard to change 
FACT BASIS: Present i vtial? Buyers, prospects and possibilities? 2. Unwillingness to believe claims 
3. Difficult to induce action (inertia 


Demands, desires? Geographical pe- 


Lists maintained? Buying 
accounts and other classifications? 


e 4 inf t 
culiarities? Seasona! inf Confusion in competitive claims 
5. Insufficient information on which to base decision 
6. Lack of records and mailing lists (failure to maintain 
srr a ai YSi< ' . as recent ¢ ote a) ? : 
FAC ANALYSIS present and potential being realized 7. Geographical and seasonal influence 
nt customers and prospective customers 8.. Prejudices 
rejud 
9. Too many letters (or other ma ng preces) sent to non-prospects (waste 


analysis of past 





SALES RESISTANCES IN THE DISTRIBUTION METHOD 
4. THE DISTRIBUTION METHOD 
. - > , Wrong, or too difficult channels of distribution 
FACT BASIS: Channels of distribution used — gon dealers; —_ © imneviiclent autiee 
mplete method of selling? Method of stock- 3. Lack of profit appeal to distributors and dealers through wrong price 


men? System of sales supervision? 
Terms? Dis nts? Remuneration branches, jobbers, dealers, 


9 merct ise? 
ng merchandise raiatiaitia 

man etc? , P 
salesme : Insufficient jobber and dealer coopération (all phases 


4 
5. Careless selection, training, supervision of jobbers, dealers, clerks 
FACT ANALYSIS present r ’ of reaching buyers done with well 6. Lack of consumer demand or_ acceptance 
unded program o C lina 1 between jobbers, dealers, salesmen, etc? Ana 7. Marketing program covering too much or too little territory 


yze and make rec id and suggestions for future expansion plan 


Wrong terms, discounts, remuneration to salesmen 


8 
ning is timing r 4 group mai ings? e~ ays shipping faults mproper warehousing slow service 





SALES RESISTANCES IN THE PRESENTATION OF THE SALES MESSAGE 





1. N relfelaalial Lilale Male (-t r major Nn 
5. THE PRESENTATION OF THE SALES MESSAGE 2 1 ' nating ideas ¢ 1 eme 
ore Te many scattered appeals instead of lala labia: bila) m major sellin int 
FACT BASIS: The sales talk? Selling features? Methods of illustrating the ey : , ’ } jor selling points 
- 3 Wrong sele mn « Taalelelar lal mae) appeal 
superiority over « pe on Comparison with competitive advertising? Slo . ’ ’ , 
e 4 4. Bad proportioning of informative, persuasive and reminder message 
gan? Trade mark? Style »y angles? Review of past efforts in advertising? ; f 
; - 497 Lack ¢ proot--to gain buyer's acceptance of statements, testimonials. etc 
Salesmen’s approac Se C e D. Wrened mel teauditeld of gheccect 
7. Wrong or insuff nt stimulas t Tate) tT tid te Me Ta tiets] 
ANALYSIS r sview present and proposed advertising, text 8. Méssage not sufficiently individualized to parts of specific market 
Analyze f 2s so that copy may be designed to over 9. Messages lacking appropriate presentations and makeup 
a ses in the product or selling methods 10. Lack of forceful persuasion to bring product and prospect together 
11. Messages incoherent, ambia r not of same mental level as prospects 
SALES RESISTANCES IN THE MEDIA 
THE MEDI : 
1. Wrong vehicles selected for carrying message directly and economical 
FACT BASIS: What media are used to convey the sales message through ly to prospects 
of r n > mM ? ic mat? 
channels of distribut ‘ > market Study of format Breakdown into 7. Bed prepertionitie of effort through medie selected 
divisions for react ~~ © of buyers and prospects Are cost analyses 3. Effort too scattered, not suffix ently concentrated 
available on each medi 4. Insufficient number of impacts to overcome resistances 
5. Cost per impact ‘too great for result expectancy 
FACT ANALYSIS: Che pportionment of informative persuasive and 6. Improper timing as to seasons, events, time between messages 
messages and mat : they adequate to do the job intended? 7. Improper sequence of messages 


reminder 
8. Direct results from media selected too remote 





SALES RESISTANCES IN’ THE SALES OBJECTIVE 


THE SALES OBJECTIVE 
] »w-down in turnover of entire distributive system 
FACT BASIS: Immediate verall objectives Sales and Profits. Two large ane 
~ - “ - 2 wcrease in accounts requiring too much contact and expense 
objectives: Cutting posts and Increasing Sales Volume. Other minor objectives 3. Lack of education in advertising, creating drop in efficiency and sales 
assified as steps essentia y objective. Individual or departmental objec spirit of sales force, clerks, other influences 
t 2? Quot te 
ves Q as, erc 4. Lack of lead getting advertising, increasing salesmen’s wasted time 


5. Lack of developing new uses for product or service 
FACT ANALYSIS Whict > » determines the extent to which Direct 6. Lack of developing new markets; new accounts for old iT Saatielal +1 
Mail Advertising should be use n what direction? Analyze length of pro 7. Inaccurate appeals and slip-shod appeals in advertising 
gram dget, aims, desires, etc 8. Budget not large enough to obtain objective ’ 











your 


Creating a good impression is ovr business 


. . - and a WOODBURY LETTERHEAD helps! 





“Sometimes when changes are made, and a new design 
letterhead is forwarded to our trade, we wonder about the 
result. In this case, however, without exception, all of the 
comments have been excellent. This is probably one of the 
outstanding merchandising changes that our Company has 
made in our 34-year old history.” 

. . . F. C. Emerson, Spartan Saw Works, Inc. 


Other comments on request. 


Write us on your company letterhead if you are interested 
in making a better impression on your customers. Your 
request will bring a WOODBURY letterhead sample kit 

. and any helpful comments about your present design 
that we can make. Address your letter to the attention of 
Georce D. Murray, General Sales Manager 


WOODBURY & COMPANY 


INCORPORATED 
15 Chadwick Square WORCESTER 5, MASS. 











FOR BETTER DIRECT MA 


We are pleased to anncunce the opening of a 
special Direct Mail Division of Maxwell Sackheim 
& Co. Inc. 

Our Direct Mail efforts were heretofore avail 
able only to clients whose advertising we placed 
Now we are prepared to help solve the direct mail 
problems of any Company requiring responses such 
as inquiries or orders. 





We have evolved a method of compensation 
which we believe is equitable. If interested, write 
for details. 


Maxwell Sackheim & Co., Inc. 


670 Fifth Avenue, New York 19, N. Y. 











Dept 








YOUR PHOTO 


ON STAMPS Are You The Man? 


Ask Nationa! about Experienced agency copywriter now en 





this unique nex ployed wishing to mprove his oppor 
pensive way of per tunity and income w be nterested 
sonalizing your ca the copy position we have open. Qualif 
ng cards, direct mai! cations: fast worker, good writer, g i 
pieces public reise deas and at least two years agency ex 
tions corresmondence perience. For a detailed description ¢ 
the position, write in nfidence, Box 95 


products . 
(actual size) o Reporter of Direct Ma Advertising 


Samples and details without obligation 











NATIONAL PHOTOSTAMP CO 
R.49, 309 New York Ave., B’kiyn 13, N.Y 


No wonder distributors praise high 
ly a manufacturer like Ladish Co., of 
Cudahy, Wis. (Take a bow, ad mana 
ger M. S. Kachigan . . . you didnt 
know you were getting this pat on 
the back.) Instead of relegating dis 
tributor’s imprint to a last one inch or 
so... the imprint (BIG) ts made an 
integral unit in the design of each 
mailing piece. 

For example, the distributor's im 
print has been put on an illustration 
ot a truck or on a sign atop a ware 
house building, or on a_ large-sized 
file card illustrating the offer in a cir 
cular. Such a presentation clearly in 
dicates the important part the dis 
tributor plays in the selling process. 
It gives the distributor added incen 
tive to make a mailing because his o1 
ganization is closely tied in with the 
manufacturer's product. 

Those are some of the things you 
would find out in a positive-negative 
analysis of part 4 of the chart. 

lake point 5 briefly: George Staudt 
said, at Montreal, that most industrial 
advertising is dull . . . “too damn in 
dustrial.” Is yours? How does it stack 


up in impact or adequacy with all of 


the other competition for attention? 


“We-We” Letter Gets Canned 


Here’s another actual case. A manu- 


tacturer's salesman oftered distributors 


a reprint of a tairly attractive double 


page spread. It was to be processed at 


home offic with distributor's letter 
head and letter on first page, after 
spre: d had been folded once. Then 


to be solded again and mailed as a 


] ] 3 
self-matier. The pieces arrived (several 


thousand of them). The letter had 


for the area) by the 


been written 
salesman ... who didn't know much 
about writing. It was a typical ~ we 
we letter. The setup (printed, not 
processed) was terrible! Home offtice 
printer forgot to use the furnished Sig- 
nature cut. What's worse, printer also 
forgot to put dealer's imprint on out 


side of second told so it could be 


mailed third class. Distributor’s office 
1} 
y 


tried to make corre tions, but fina 








go so mad that whole batch was de 
stroyed. No mailing made. Both sales- 
man and manufacturer in dutch with 
distributor. Distributor would possibly 
have been in dutch worse with his 
customers if the piece had been mailed. 

Dean Burgess (The Knox Co., Fort 
Erie, Ontario, Canada) is_ probably 
right when he says: “More money 1s 


lost because of mailings NOT 


MAILED than all other causes com 
bined. That certainly applies in the 


industrial field 
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3ut the point is: Such things would 


be uncovered if a positive-negative an 
alysis was made. Industrial advertising 
has been accused of being “dull”. . 
but some manufacturers get pats on 
the back for an occasionai distributor 
letter written in humorous vein with 
an appropriate gadget added. These 
things can all be determined (whether 
right or wrong) by analysis and ques 
tioning. 

And so on through 6 and Ques 
tions will develop media and. sales 


objectives possibilities. Little things 
which appeal . . . like the Norton 
Company's cardboard puzzle (each 
part containing a Norton product) 


distributed at a tool show in Philadel 
phia to 18,000 visitors and in Cleve 
land at a foundry show to 20,000. 
Later mailed to selected lisis of engi- 
neers. Made a hit. Engineers are hu 
man. They like puzzles, too. 

But our purpose here in phase two 
is not to discuss details only to 
put across the point that industrial ad 
verlising managers and agencies han 
dling the accounts cannot do intelli 
gent planning until a complete posi 
tive-negative analysis has been made. 
Once you have the facts you won't be 
statements like “all in 


should be ad 


contused by 


dustrial direct mail 


dressed to purchasing agents” or “peo 
ple don’t read third class mail” or “in 
dustrial direct mail should always be 
81x 11 inches,” etc., etc. 

[here are some good signs on the 
horizon. We noticed more agencies 
are asking questions about industrial 
direct mail wanting to review 
“all methods of measuring the ettfec 
advertising.” 


tiveness of industrial 


More surveys are being made. Gib 

Mac kie (assistant public relations man 
t 

Provincial Paper, Ltd., 388 


Ontario, 


ager ol 
University Ave., Toronto 2, 


Canada) is sending 


questionnaires to 
Canadian advertisers, asking for statis 
tics and opinions on nine important 
phases of direct mail. Findings should 
be interesting and will have to be re 
ported later. 

Midland, 


names of its 


The Dow Corning Corp., 
Mich., made 1 survey ol 
customer and prospect lists to deter 
mine incoming mail handling meth- 
ods.* Results indicated difterent mail 
dispatching handling which increased 
effectiveness and reduced cost. 

\ recent survey ot the merchandis 
ing committee of the Association of 
National Advertisers revealed some in 
teresting facts which should be of im 
portance to industrial admen. “What 
Sales and Advertising Managers Think 


and Do About Merchandising Their 
*See Reporter for Ma 
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Advertising.” The conclusions were: 

1. There is a lack of understanding of the 
importance of merchandising advertising. 

2. Salesmen devote only about half the 
time to merchandising desired by sales 
managers. 
~ 3. Not enough money is allocated to do 
the tob effectively. 

4. Not enough creative effort and orig 
inality is devoted to merchandising advertis 
ing. 

5. Advertisers receive insulticient mer 
chandising help from advertising agencies 

6. There is also a lack of enough of the 
right kind of help from media 

We've heard those same complaints 
in this survey. Salesmen, in many 
cases, don’t know what the advertising 


department is doing. And in some 


cases, they don't give a hoot. In a 
few instances, industrial salesmen have 
even depreciated the use of the direct 
mail supplied to distributors by their 
own bosses. 


All those things could be licked by 
positive-negative analysis, providing of 
remedies are 


course, the proper 
applied. 
So... as step, or phase, two in the 


study ot industrial direct mail 

we recommend a continuing study by 
the associations and individuals of 
better and more thorough planning 
by analysis. The other phases just foi 
low naturally. 


Not Even The Chairman of The Board Can 





Resist Opening This Envelope ! 
HERE'S Nor the President 


Purchasing! It’s the most intriguing thing since 


nor the VP-in-Charge-of- 


THE the invention of the “Wet Paint” sign! Your pros- 







ENVELOPE 
THAT HAS TO 
BE OPENED! 


_.the ENVELOPENER ! 


same 


These tags. 


your messages, come out of the Envelopener 
a surprising ap- 


as the string is pulled . . 
proach to your prospect. 


@ The ENVELOPENER is a string-open- 
ing mailing envelope with sure-fire 
power to get your prospect inside. 

® The ENVELOPENER with PULL TAG 
attachment is a complete mailing piece 
that arouses curiosity, interest, action. 

@ Both create a receptive attitude . 
and that’s what you must have to 


make sales! 


write for samples and prices 


er visit our DMAA convention booth no. 23 


““ CONNELLY 


1010 Arch Street, Philadelphia 7, Pa 


... THE PULL TAG! 


One or more pull tags 
can be attached to the 
string 
opens the Envelopener. 
carrying 


pect can’t resist pulling the string which opens the 


envelope to get at your sales 
message. And once opened, 
this ingenious envelope can 
keep him on the string with 


THE IDEA THAT GIVES IT 
A DOUBLE-BARRELLED BANG! 


NO7: 













which 


ORGANIZATION 
INCORPORATED 
Phone: MArket 7-8133 


The “Department Store of Direct Mail” 
RETURN-A-CARD SALES LETTERS @ FLASH CARDS @ ILLUSTRATED BULLETINS @ TRIPLE HEAD MULTI 
GRAPHING @ TANDEM PRINTED LETTERS @ ELECTRICALLY TYPEWRITTEN LETTERS @ ADDRESSING @ 


LIST MAINTENANCE @ MAILING @ FULL COLOR SPORT, SEASONAL 


SCENIC, HOLIDAY AND 


RELIGIOUS LETTERHEADS @ IMPRINTING 





Phase 








Descriptions here can be briet 
although the subject itself needs con 
tinuing study. It’s subject 
which has been kicked around the map 
at conventions and in 


another 


articles , 
without any definite conciusions. There 
can be few definite conclusions be 
cause each individual case (each firm) 
has variables which make it different. 

I cannot generate much sympathy 
folks in the industrial field 
the ditficulty of 


mailing 


for the 
who groan 
building and maintaining a 
list. These groans originate from lazi- 
ness. The truth is an industrial 
mailing list is easier to handle than 


about 


any other list in the commercial world. 


In industrial advertising (after a tact 
analysis) you should know your exact 
market. You know who should buy 

. or who should influence the buy 
ing. You start from there. 

In the industrial field, there are only 
three ways of thinking about lists. You 
(1) build ‘em, (2) buy ‘em, or (3) 
rent ‘em. Anyone who tries to tell 
you which is best for all purposes is 

. talking through his hat. I’ve heard 
speakers telling industrial ad managers 
that the safest or least troublesome way 
is the rented list. Sily. But rental, at 
times, can be valuable. 

In the average industrial setup 
the basic method oi 
from customer records and salesmen’s 
reports supplementing this with 
checks on directories, trade news items 
and at times with purchased lists (just 


list building 1s 


to be sure names are not missed ). 
Added to all this would be the in 
quiries received from space advertising. 
Rental comes into the picture only 
when you want mass coverage of a 
specific medium in which you adver 
tise to follow up on the space placed; 
to sound out readership; and/or to un 
cover unknown prospects you ve been 
missing through other sources. 

\ lot of industrial advertisers seem 
to be afraid of the list problem . . . be 
cause it seems so complicated. It really 
isn't complicated provided you 
place in charge of list building and 
maintenance a competent, devoted, de 
tail-minded Usually ...a 
librarian-type female supervisor is the 
best bet. Most list troubles originate 
from lack of intelligent supervision. 


This phase three of thinking about 


person. 


LISTS and CONTROL 


industrial direct mail is of major im 
portance, but all the angles cannot be 
here. They require separate 
and continuous study. For instance, 
everything that could be written about 
building and maintenance in a gen 
eral, all-embracing way, is included in 
a DMAA Research Report — “How 
to Work With Mailing Lists” — 
edited by Maxwell Ross (director of 
advertising, Old American Insurance 
Co., 1 West Ninth St., Kansas City 
6, Mo.). The findings apply to all 
. . but are suit 


CoV ered 


direct mail prospects 
able for industrial study. Copies are 
available to 
Should be in the library of every ad 
vertising manager. 


Calmness and Care 


In addition we understand that 
Names Unlimited, Inc., (352 Fourth 
Ave., New York 10, N. Y.) has in pro 
cess a “List Owner’s Manual” which 
will give a comprehensive outline of 
list maintenance methods. These man- 
uals will be free to executives who re 
quest them. 

For the purposes of this study, we 
can only give you guideposts. The 
problems of each )ndustrial firm differ 
in some distinct way. The manufac- 
turer, for exarmple, who has no dis- 
tributors but who contacts only by 
salesmen and direct mail, has a much 
more simple problem. He can (or 
should) control the sales force . . . 
get their cooperation in keeping the 
list up-to-date. But where both saies 
distributors are involved, 
the problems become more compli 
cated. Lists of your present and po 
tential distributors; the lists of dis- 
tributors’ prospects and custemers if 


force and 


company handles mailings for distribu 
tors; background lists of distributors’ 
biggest customers for general mailings. 
Those are the problems of each in 
dividual company. They can be solved 
with . . . calmness and care. 

We've seen some wonderful exam 
ples of care. In the December 1951 
Reporter (page 34) there was a story 
about the continuing building and main 
tenance program of the Surface Com 
bustion Corp., of Toledo, Ohio . 
originated by M. L. Keeney. Detailed 
instructions to sales force and execu- 
tives on all methods of correcting, add 
ing new names, etc. 


non-members tor $5. 


Joe Gutheinz (Diebold, Inc., Canton 
2, Ohio) has a similar system 
with entire sales force constantly aware 
of how “the list” is being handied 
(plus what it’s doing for them). Noth- 
ing left to chance. Descriptions of all 
titles to be keyed; the twelve divisions 
of industry classified within the list. 
Seems as though fellows like Gutheinz 
and Keeney would be willing to share 
their know-how with fellow indus 
trialists at conventions or some place. 


Salesmen must be sold on the im 
portance of list maintenance. S. F. 
Johnson (manager of advertising and 
sales promotion, Westinghouse Elec 
tric Corp., 3001 Walnut St., Philadel 
phia 4, Pa.) sent us six examples of a 
bimonthly, 8142” x 11” bulletin sent to 
salesmen during the past two years. 
Each sheet contains an overall car 
toon . . . with very little copy. In an 
illustration showing office door of 
Henry Strinks, President, two faces are 
confiding, “Westinghouse dropped that 
‘R’ again.” At the bottom: “There 
goes good will check your list 
today!” Another shows two bums on 
a park bench reading a stack of mail 
(trom Conversation: 
“It started coming when I was pro 
duction manager at International Cats- 
whisker.” Below: “Don't give your 
letters a bum steer check your 
list today!” According to Mr. John 
son . . . “list maintenance activity 
since we started these 


Westinghouse ). 


has increased 
bulletins two years ago.” 


In the average industrial company, 
the sales force is the real key to a 
curate list maintenance. But if a man 
ufacturer, such as Milwaukee Dustless 
Brush or Lignum-Vitae, is attempting 
to cover all markets without sales 
men ... then directory building, list 
buying or renting is necessary and 
advisable. 

Other steps can be taken to insure 
accurate maintenance. Jim Duffy, ot 
Sylvania, told us (on page 58) how he 
is experimenting with specially de 
signed inquiry forms, to insure follow 
up and get names right on mailing 
list. Joe Gutheinz, at Diebold, has 
practically the same system but with 
which make certain 


different forms, 


a three month continuance of reports. 


Sidney Clayton & Associates (agen- 
cy), 75 E. Wacker Drive, Chicago 1, 
Ill., developed a similar snap-a-part 
form for client Sola Electric Co. 
to answer inquiries (within 24 hours) 
and to keep (1) salesmen informed 
and (2) to maintain mailing list. A 
whole day at an Industrial Advertisers 
convention could be spent on a discus 
sion of this one subject with 
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examples of how it is being done by 
successful users of the mail. 

And then whenever lists are 
discussed there are the inevitable ques- 
tions abot equipment or methods. A 
complete analysis would fill another 
book. Should you try to install equip 
ment to maintain and reproduce your 
list in your own plant offices, or 
should you farm it out to a lettershop? 
Some say the lettershop is the only 
way to get rid of headaches. Others 
say that for day-to-day supervision you 
need the list under your nose. That 
can only be solved by study of each 
individual case. There is no_ pat 
answer. 

Then, we get the question, “What 
type of equipment do we need?” An- 
other hard-to-answer question. Re- 
quires individual study. We always 
recommend complete investigation. The 
entire subject was covered in another 
Reporter study, How to Think About 
Production and Mailing.* 


Kodak’s Setup 


It would be wonderful if every in- 
dustrial manager could visit and in 
spect the “advertising distribution” or 
direct mail production setup at East 
man Kodak Co., in Rochester, N. Y. 
The entire operation would be far be 
yond the finances of the average indus- 
trial advertising department. But stud 
ied as units . . . it would be en 
lightening and money-saving. For the 
big operations involving addressing 
millions of house magazines to color- 
movie addicts there are rnicrofilraing; 
IBM card punching; high-speed elec 
tronic separating; and a fabulous elec 
tronic addresser running 60,000 im 
pressions per hour on labels . . . with 
supplementary machines separating and 
affixing labels on mailing pieces at 
terrific speeds. 

For the dealer setup, there are spe- 
cially designed selector Addressographs 
and Speedaumats with control systems 
which can determine who gets what 
type of mailing because of the size 
of window or square-footage of coun- 
ter space, or credit rating, etc. 

In another department handling 
mailings for dealers, there are inex- 
pensive (from $17 to $27) addressing 
machines operating from typed paper 
rolls. Dealers’ lists are simply typed 

rolls are run for four, six, or 
more pieces, then thrown away. 

In other words, under one root we 
saw the whole gamut of list building 
and maintenance with varying equip 
ment and methods, running trom an 


*Available from The Reporter, Garden 
City, N. Y. Price $1 
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investment of $100,000 per single unit 
down to as low as $17. It’s a dizzy-ing 
experience. Wish Al Stillson, the man 
who designed most of it, would make 
a movie of entire operation and show 
it at a DMAA or NIAA convention. 
It would be the final word on how to 
do it elaborately or simply . . . de 
pending on the need. 


Other organizations have nearly 
similar setups General Electric, 
Westinghouse, DuPont, Jack Lindley, 
at International Nickel, has a most 
complete and accurate list building and 
maintenance system covering many 
diversified classifications. Part of what 
those people know could be applied to 
the needs of the average industrial set 
up with fairly simple list problems, 
running in the hundreds or low thou 
sands instead of the hundreds of 
thousands. 


Industrial advertisers could learn 
lessons, too, from other fields where 
there isn’t any danger of competitive 
reluctance to reveal information. The 
industrial adman shies away from mazl 
order . . . but he could learn a lot 
about list maintenance from the folks 
who depend on the list for making a 
living. 

Who would imagine any connection 
between industrial advertising and 
charitable work? But an industrial ad 
vertiser might learn a lot by visiting 
the New York Tuberculosis & Health 
Assn. (or other local units). A com 
pletely-controlled and smooth running, 
economy-minded system for list build 
ing, maintenance ar.d_ statistical re 
cording. 


The Biggest D.M. Problem 


It’s a big subject . . . covered by the 
little word LIST. But it’s the heartbeat 
of every direct mail undertaking. Miles 
Stray (Charles A. Templeton, Inc., 
Waterbury 20, Conn.), at a Boston In- 
dustrial Advertisers seminar, hit the 
nail on the head. He was asked what, 
as a distributor were his biggest direct 
mail problems. Miles replied that he 
had only three: “First, the list; Second, 
the list; and Third, the list.” 


So as our third recommendation . . . 
we urge industrial advertising mana 
gers with their agencies or other coun- 
selors, to make a continuing study of 
mailing lists; how to make them more 
accurate; how to eliminate the waste; 
how to sell the sales force and dis- 
tributors on helping to make them and 
keep them better. Once that problem 
is close to being licked . . . you are 
ready for the next logical phase of 
thinking. 


a’ S950 W.49% St. NewYork 19 


# answers below 


If you had any difficulty recognizing 
these objects, its just possible you 
haven't yet discovered how direct mail 
can Solve problems that have been keep- 
ing you working when you might have 
been Learning How to Live 

If you'd like to know how the right 
kind of direct mail promotion can solve 
these problems - and also learn more about 
the above objects - we suggest you write 
or call for our FREE FOLDER. ‘Successful 
Sales Letters.” 

You'll see how our kind of Sales Letter 
-with the built-in reply card- 

gets better results, costs less. 


—, \SALES LETTERS 


INCORPORATED 


. Telephone WAtkins 
COMPLETE PRODUCTION FACILITIES 
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Let’s not cry 
about it 


lf results from your 

DIRECT MAIL aren't what 
they should be, consult a 
specialist. Here, you'll have 
33 years of experience 
and professional know-how 
concentrating on your 


particular problem. 
Write today for free folder 


THE BUCKLEY ORGANIZATION 


lincoln-Liberty Bldg., Phila. 7 
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This is where we found the worst 
confusion in industrial direct mail 

“All industrial direct mail should be 
84" x 11” format, so it can be filed’ 
. .. Say some. “We have found that 
envelope stuffers enclosed with cor 
respondence are absolutely worthless. 
Only way to distribute this material 
is to place in packages being shipped, 
so that it will be seen when opened.” 
By the stockroom boy, no doubt! 

‘We never mail new dealer litera 
ture. Always give it to salesmen to 


deliver personally to advertising de 


partment of distributor. More person 
al that way And time consuming! 


“Most 
flat on its face. We don’t use any. Just 


industrial direct mail falls 


a few printed pieces.” Then . . . their 
“pieces” are found on a distributor's 
supply shelf . and they sure tall tliat 
on their tace 
Just dull. 
How much of that kind of thinking 
. but it must 


Shoddy, poorly planned. 


exists, no one knows 
be prevalent. Industrial advertisers (the 
average not the smart ones who 
have learned) do not understand that 
dire I mall embraces many possible 
functions and formats. That's why this 
phase Is important tor future study. 
Direct mail is not limited to any pre 
scribed format (except in specific tech 
nical applications ). 

Format can be tailored to fit the pro 
duct or the job to be done. It the 
problem is to supply 


architects with product literature which 


engineers of 


must be filed or put in standard bind 
ers . then the 84%” x11” size is 
indicated. Probably that’s where the 
844°" x 11” myth started. 

It the problem is to make a power 
tul, introductory impression tor a new 
product on which you want inquiries 
tor detailed product literature, then a 
smashing broadside might be appro 
priate and necessary. Like the one cre 
ated by Hutchins Advertising Co. for 
The Haloid Co. of Rochester, N. Y. 
The address side of broadside did 
measure 846”x11". But consecutive 
folds carried a running, big-type story 
until full sheet, showing mammoth 


illustration « 


f new product, measured 
45” x 35”. Couldn't be tiled very well 

le ‘tolded ld be held long 
uniess refolded; couldnt be hek ong 


without either signing request card or 


throwing away. A smash attack de 


signed for a single purpose. 


FUNCTIONS and FORMATS 


Months ago, when this study was 
started, we planned to illustrate good 
or bad examples of industrial direct 
mail . . . but it’s impossible to give an 
accurate picture without full size and 
colors. Maybe that’s what 1s needed 
at conventions instead of display 
ing prize-winning campaigns, show ex 
amples of good and bad with reason 
why the format was either wise or un 
wise for the function. 


In this roundup of “how to think” 
we can give you only the high 
lights or suggestions for future study. 
Start with letterheads . . . tor ex 
ample. Is there any good reason why 
most industrial letterheads have to be 
so dull, so unimaginative, so out-of 
date? In an inspection of hundreds of 
letterheads, we found only a very few 
passable ones. The advertising mana 
gers claim that top management wont 
let them tamper with tradition. Grand- 
daddy possibly designed the present 
one and it sticks, even though factories 
and machines have been modernized. 
And is there any good reason why all 
industrial letterheads have to be 84” x 
11”? Couldn’t there be short memo 
forms for transmitting literature; an 
swering inquiries? There's a big field 
for analysis of just the letterhead. Start 
there, anyway. 


A Worthwhile Experiment 


Next ... turn to catalogs and book 
lets of product literature, or even sheets 
which must be added to standard bind 
ers in plants or technical offices. Try 
this experiment . . . as we did: Get 
hold (by hook or crook) of samples ot 
similar material issued by companies 
within same field. Not 
competitors, but lines which reach the 


necessarily 


same purchasing agents, engineers, 


factory foremen or distributors. Put 
your material out on a table 1n a line 
with all the others. How does it stack 
up? Is it adequate for the job? If you 
were the purchasing agent, the engi 
neer, or the distributor, would you be 
impressed by its attractiveness and 
adequacy? Or would you be bored 
and unimpressed by its dullness and 
drabness? 

There’s no excuse for some of the 
atrocious specimens we've seen 
especially the covers. Of course, it’s 
necessary to be factual and accurate. 





We visited engineering offices and 
questioned the officers and employees 
on what they liked. Architects and 
electrical engineers like detailed, ac 
curate drawings of parts so they can 
be translated into finished technical 
drawings. There were words of high 
praise for firms like Surface Combus 
tion Co., Standard Railway Equip 
ment Mfg. Co., Westinghouse Electric 
Corp. and Worthington Pump, for 
their product pieces which use the 
cross-section technique of printing var 
10us parts of a machine on transparent 
sheets in full color. As each sheet is 
lifted, the rear of the part 1s visible as 
well as next part underneath. It’s ex 
pensive . but it certainly puts the 
story across and helps the draftsman 
complete his job if that equipment is 
to be incorporated in a larger scheme 
of engineering. 

Catalogs, as a class, have improved 
in recent years . .. but there's stiil 
much room for betterment. Ad mana 
gers, agencies and printers could still 
profit by the good advice in the S. D. 
Warren 


Boston a 


Company's (89 Broad St., 
Mass.) booklet “The Saies 
Catalog” ... one ot a series. Orderly 
arrangement, adequate indexing, for 
mat, layout, functional use of color, are 
some of the highlights emphasized. [I 
followed . . . there wouidnt be so 
many messy jobs. 

Every ad manager should try the 
suggested experiment compare 
your work with all the others. How 
do you rate? Do ycur distributors and 
others say, “This one is superior, just 
right.” Or do they say, “This one 
stinks; we always have trouble with 
this outfit.” 

In one engineering office, we found 
an answer to the myth “Third class 
mail is no good . . . only tirst class 
is opened.” Questioning the office 
manager (really a combination secre 
tary to two partners) revealed that she 
opens all mail irrespective of postage. 


She builds three piles 


] Financial im Dusine rre orn 

) , ; ’ ’ : 

Z Pro« uct it itu « i ing t al 
phase of the 

3. All other ma t related t sme 
but to personal nec« ot arti 


The partners inspect every piece ol 
mail. They re-route or handle (1) and 
either throw out or act on (3) quick 
ly; (2) is inspected carefully and all 
those selected for saving are given back 
to office manager in one pile. She 
spends part of day or some period dur 
ing week tiling literature in product 
folders on library shelf after removing 
any material which is superseded by 
the new arrival. 
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How many have checked in a sim 
ilar way to find out how their material 


is received and handled? And if the 
boss makes the selection of what to 
keep and what to discard . . . how 
does your stuff stack up in competi 
tion with all the other pieces crossing 
his desk the same day? 

Transfer that same investigation to 
your distributor, who may be handling 
lines of hundreds of manufacturers. 
He must see all the stuff. How does 
yours stack up in comparison? You 
may be shocked if you make the test 
suggested. We won't mention names, 
but could show you some. terrific 
turkeys. 


How-To-Do-It Booklets 


Go on down the list of tormats to 
how-to-do-it booklets. Some are ex 
cellent; others terrible. Behr Manning 
is mentioned frequently for its know 
how in how-to-do-it manuals. Distrib 
utors like them, when right. 

Distributors also like wall charts of 
the how-to-do-it variety when they can 
be used as mailers with plenty of 
space for local imprint. Chain Belt 
Co. of Milwaukee got pats on the back 
for its Helpful Hints on Installation 
of Roller Chain Flexible Coupling 
Chart. Attractive and usable. 

But anot'. manufacturer of tap 
drills got for a_ black-bordered 
wall chart decimal equivalents and 
sizes. No room anywhere for distribu 
tor’s imprint. Unattractive and dul. 


The ad manager who planned that one 


ought to visit a tool room sometime 
and see how his chart (if up) com 
pares with the popular pin-ups. 

In other words, go through this com 
parative process with all your formats 
for each function. Stockhoiders re- 
ports (usually good). House magazines 
(getting better all the time). 

But even with house magazines 
there are misun lerstandings about tor 
mat. Some experts have decreed that 
the average industrial recipient pre 


fers an 814” x 11”. But that isn’t nex 


essarily so. Some of the most success 


ful (out of the 5,000 or more indus 
trial publications) have been odd 
sizes ... like The Houghton Line of 
E. F. Houghton & Co. (size: 4” x7’) 
and Pipe Dreams ot Universal Con 
crete Pipe Co. S1Z¢ 54” x 71 ‘it 


And there have been the numerous in 
dustrial magazines edited by Tom 
Dreier (always about 410” x 612”.) 
Tom says there’s nothing like a pocket 
size for casual reading in quiet places 
(you know where). Orville Reed ot 
Howell, Mich., has made a comfort 


able living editing house magazines 


for industrial manufacturers and in 
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dustrial distributors on nothing but a 
postal card. Sometimes a bigger card. 
Easy reading. Certainly, there are 
many good industrial house magazines 
of the 816”x11” size . . . such as 
Phoenix Flame, Bakelite Review, The 
Hercules Mixer (slightly larger), and 
Ouonset Farmstead News (published 
bimonthly by Stran-Steel Division of 
Great Lakes Steel Corp.). The latter 
might be considered industrial 

for the farm market is a db:g industry. 

The main point about the whole dis 
cussion is that industrial advertisers 
should not get hipped or deluded 
ibout any one standard format. There 
isn't such a thing. Formats can differ 
according to function. 

Next, let’s hit briefly on some other 
points of investigation: 

Envelope enclosures. Distributors like 
them .. . but they don’t iike drab 
and lifeless ones. Make comparative 
tests again. Were yours included in the 


examples of poor layout, unsightly 
colors? 

Personalizing. How many industrial 
advertisers have investigated personal 
izing on product literature o1 special 
promotions to limited lists? There are 
economical processes whereby individ 
ual names can be imprinted in type 
with any color on catalogs, booklets, 
brochures, etc. The Reporter can sup 


ply sources. 


A Need For “Personal” Study 


We think most industrial advertisers 
could profit by a study of ail the pro- 
cessing methods which make direct 
mail seem more personal. Especially 
letters furnished to distributors for 
mailing to customers. Many bad exam 
ples were uncovered in this survey. 
Printed letters instead of processed. 
Nothing deadens the effect ot a letter 
more rapidly than a printed-from-type 
letter. The mail order people, like O. 
M. Scott & Sons at Marysville, Ohio, 
have learned how to make a letter 
seem personal by screening the type 
written copy. Even though printed, it 
looks like typing. Get samples. 

The DMAA Research Committee 
recently released a project report on 
“Letter Reproduction.”* Tells all 
with samples of each process. 

In other words, industrial advertis 
ers haven't sounded out all the possi 
bilities of making their direct mail dif 
ferent or more adequate by better 
knowledge of available processes with- 
in the varying formats. 

For a next step take reprints Oj space 
advertising. One wise ad manager con 
fessed that he often schedules trade 
space, not for the results, but solely 


*Aval ¢ to non-members for 9) 
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POSTCARDS and 
ADVERTISING 


LITERATURE 
at BUDGET 
PRICES 


You, like Buctersweet (Day and Young), 
can secure postcards and all forms of 
direct advertising literature at budget prices 


W rite today for samples and information 
to the nearest Crocker office 


Dept 


H.S. CROCKER CO., INC. 


SAN FRANCISCO, 720 Mission + LOS ANGELES, 2030 E. 7th 
CHICAGO, 350 N. Clark * NEW YORK, 100 Hudson 
BALTIMORE, 1600 S. Clinton 





DIRECT MAIL AND MAIL ORDER 


COPY 


Writer of Mail Order Letters that 
bring back orders and cash : 
Contacting Letters that create and 
maintain good will between sales 
men's calls booklets, folders, 
brochures, house organs, circulars that 
do the selling jobs you want them 
to do. Fully indorsed by a nation- 
wide clientele. Winner of two DMAA 
Best of industry Awards . Dartnell 
Gold Medal . . . editor of IMP, 
“the world’s smallest house organ.” 


ORVILLE E. REED 


106 N. STATE STREET 
HOWELL, MICHIGAN 








BIRTHDAY 


20 years of syndication. Redi-made and < 
tom-made advertising material for women’s 
men’s, children’s, cleaners and dyer’s reta 
stores, reached monthly every year (52M cus 
tomers and prospects Finest list obtainable 
on Elliott stencils. Also modestly proclaiming 
to be “tops” in the field of printing, address 
ng and mailing from Paris and London. Corn 
plete offset and letterpress equipment, plus 
pochoir department color stenciling for 
short-run work REPORTER readers are or 
dially invited to visit us 


REBA MARTIN, INC. 


4201 N. W. 2nd Avenue, Miami, Florida 


Atlantic City with palm trees 





NATURAL COLOR POSTCARDS 
of your products for low cost 
EFFECTIVE ADVERTISING 
Excellent for DIRECT MAIL 
ENCLOSURES, CATALOG INSERTS 
Four color process printing from your tran 
parency or we supply the necessary color 

work. Priced as low as | 1 /3c each 
Send for complete samples and prices 


COLORART, INC. of NEW YORK 


475 Fifth Avenue New York 17, N. Y. 














DIRECT MAIL ADVERTISERS! 
Cut your printing costs! Form let- 
ters, circulars, brochures, leaflets, 
catalogs. Send for estimate en 
closing copy. Crescent Printing 


Co. Sta. D, box 25, Dayton 10, O. 








PENCILPRINT 





PENCILPRINT looks like 
Pencil. Has many opplications for 
your Direct Mail. Ask for samples. 


Century Letter Co., Inc. 


New York 10, N. Y. 


actual 


48 Eost 21st Street 











JARED ABBEON SAYS: 


For free lance copy 
writing, publicity re- 
leases and counsel, 


get in contact with 


the top man.” 


Franklin €. Wertheim 


179-15 Jamaica Avenue 
JAMAICA 32, N. Y. 
AXtel 7-1200 


P.S. Moderate Fees 














How Advertisers Use Photg- Reports 
rr = 





Illustrated booklet describes how 
Sickles gets pictures and reports 
for Advertisers and Editors 


Send for free copy 
SICKLES 
Photo-Reporting Service 
38 Park Pl., Newark, N. J. 
MArket 2-3966 











SEE FOR acer = 


‘ 


Art Mort ort work puts zip in soul ig? 
printing production. lt helps stimu y 
late ideos, and it is there, ready o\ Ne 
use when you need it Must see to \) 4] 


oppreciote. ware a 


ART MART SERVICE Guteo 3, os 








to be able to merchandise the adver 
tising to the sales force, distribution 
outlets and ultimately to buyers. He 
knows that the correct handling of re 
important. A reprint 
mailed alone is dull. It needs a letter 
with it to put across the reason why 
to pull more inquiries. Too 


prints is vitally 


it is sent; 
many companies forget the letter. Or 
the letter is poorly written. There are 
plenty of ways to dramatize the re 
print. 

Rohm & Haas Co., Philadelphia 5, 
Pa., had a dramatic die-cut, solid black 
cover made to fit over reprint of a 
four-color space ad. Showing through 
the cut-outs were colorful points of the 
advertisement which deserved special 
emphasis and which put across the 32- 
word message reversed in white on 
black background. That is showman 
ship. 

R. C. Sickler of DuPont told a New 
York Direct Mail Day audience how 
they handled reprints differently. Each 
month, when DuPont's ad appeared in 
Fortune a tabbed copy of a com 
plete magazine was mailed to distribu 
tors or branch offices with a let 
ter explaining purpose and offering ad 
ditional distribution. It 
worked fine. 

And is there any 
reprints should not look like real tear 
sheets instead of plain reprints? Some 
people have been smart enough to get 
their publishing friends to reprint the 
ad on the back of an actual editorial 
page making it seem like an 
actual page from the magazine. 


reprints for 


real reason why 


New Formats Available 


Office Service, Inc., 527 
Sixth St., N. W., Washington, D. C., 
has gone a step further by developing 
a machine which actually tears the left 
hand edge of each sheet so the re 
print, with editorial matter on back, 
seems to be torn from the magazine. 
The accompanying letter, especially if 
done on an automatic typewriter, can 
be much more personal. Aimed at get- 
ting something done. Recipient is flat 
tered because it looks like you have 
ruined a copy of the magazine just to 
write to him. 


General 


another 
angle to investigate in 


Industrial advertisers have 
relatively new 
merchandising or capitalizing on trade 
space advertising. Not long ago, the 
Post Office liberalized its strict regu 
lations covering allowable 
magazine advertising. In 
stead of being limited to magazine 
page size, the advertiser may buy odd 
shaped pages, with folds (either verti 


or both). 


space and 
format ol 


cal or horizontal, 


Die-cuts 
used. In other words . . . a new day 
has dawned if industrial advertisers are 
smart enough to see the possibilities. 


and deckle edges can be 


Space ads can now be planned as direct 
mail pieces rather than the old agency 
style of trying to construct a direct mail 
piece out of a formal trade advertise 
ment. Investigate. 

Instead of accepting the myth that 
industrial direct mail must 


factual and of a standard 


always be 
14” x 11” 


format, ad managers and agencies 
should study all the functions and for- 
mats in an attempt to make their work 
There ar 


outstanding. e plenty of ways. 


Fred Meendsen of Union Bag & 
Paper Corp. was taced with the job 
of getting entre for salesmen in the 
highly-competitive corrugated box field. 
He and his with a 
new trade character, 
19-piece 


agency designed, 
“Yoon Yun", a 


campaign to only 2,000 top 


prospects costing $25 per name. 
(About the same cost as entertaining 
each one at dinner.) Used practically 
every format imaginable, including 
tricks and Employed tine 
paper and printing, with factual ma 
terial hidden beneath 
type of showmanship, including humor 
and mystery. It worked. 
Purchasing agents and 
dents asked for extra sets of the ma 
terial.* Industrial advertising 
have to be dull or standardized. 
George Staudt described, at the 
NIAA Montreal convention, how he in 
Harnischfeger 
truck 
trade character 
then pulled out 


gadgets. 


every possible 
It opened 
doors. presi 


doesn’t 


jected excitement into a 
campaign to put across a new 
crane. Developed a 
named Mit:-Mite 

all the merchandising stops. (1) Teaser 
ads about Miti-Mite 
national and regional construction and 
magazines, with two, or 


2 


appeared in 25 


contracting 
three quarter-pages appearing in same 
issues; (2) dealers received curiosity 
birth 


arousing announcements, com 


plete with a cigar; (3) a month later, 
announcement 
(4) color 


hard-selling, full-page 
ads in all trade magazines; 


spreads in several national business 
magazines; (5) unusual two-color ads 
in newspapers on days conventions 
were being held by prospect groups; 
copies of newspapers delivered to 
rooms of delegates; (6) reprints of 
same ads mailed to delegates at home; 
(7) salesmen were loaded down with 
literature of all kinds, drama 


Miti-Mite; (8) 


posters, 


tizing folders and 


*The entire Yoon Yun campaign was de 
scribed in full detail in the April, 1953 
Reporter feature study How to Think About 


Showmanship in Direct Mail 


Continued on page 
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A MINIATURE 


(and economical) 
DIRECT MAIL 
TRAINING PROGRAM 





EACH BOOKLET HAS BEEN RECOMMENDED BY DIRECT MAIL EXPERTS 


1. Dogs That Climb Tree 
86 pages 


2.How To Get The Right Start In 
Advertising 
76 pages 
A 
3. How To Think About Direct Mail 


54 


4. How To Think About | 


$1.00 


5. How To Think About Readership of Di-ect 
Mall loke 
70 pages $1.00 


6. How Direct Mail Solves Management Problems 


50 pa 


ages and chart $1.00 


How To Think About Showmanship !n Direct 
Mail 
64 pages $1.00 


8. How To Think About Mail Orde 


9. How To Think About Production A 


54 pages 


10. The Plain Jane Of Direct Ma 
16 pages 


LIBRARY CASE BINDER $10.00 


THE REPORTER of Direct Mail Advertising f - 


Garden City, New York 
A { 
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YOU HAVE IN YOUR HANDS 
THE FIRST EXAMPLE OF A DIE-CUT'INSERT 


USE THIS REPLY CARD 


Convenient 


Order Form 


MAIL TO: THE REPORTER of Direct Mail Advertising 


224 Seventh Street 
Garden City, New York 





FREEDMAN CUT-OUTS 


34 HUBERT STREET - NEW YORK 13, N. Y. > CAnal 6-2750 








smash broadsides went to all known 
prospects; (%) dealers got spec ial sales 
kits that had just about everything but 


labels 


for stationery, M:iti-Mite balloons, and 


bear traps: included Muti-Mite 
} 


even a miniature model of Miti-Mitc 
tor displays, conventions, etc.; (10) 


Miti-Mite 


new owners received “official” Mit 


salesmen received badges; 
Mite operator's card; (11) supporting 


all this were incentive bulletins to 
sales force; press releases and photo 
graphs to editors of trade papers. One 
newspaper even ran an eéitorial on 
the dramatic campaign. 

Which seems to prove that industrial 
campaigns do not necessarily have to 
be dull. They can be exciting, drama 


humanized. The Muits-Mite 
Eighty-five percent 


tic and 
campaign worked. 
of dealers were “sold” immediately. 
In 10 months all were. The in- 
quiries to home office alone cost only 
$30 each on an item selling at $11,645. 


Two hundred and fifty-eight units 
were sold in first 10 months and pro 


duction has been at top capacity since. 


Other Possibilities: 


The Wolverine Tube Division of 


Calumet & Hecla, Inc., have for years 
used gadgets attached to an unusual 
strip format which when rolled up fits 
in a small mailing tube. The gadget 
in each case ties in with the sales story 
and the format dramatizes the offer. 
Wolverine is known by its distinctive 
product mailings. They are numanized. 
814 "x 1l” alu 
; 


concerns have used full color, picture 


Some industrial 


post cards as occasional reminders. 
Dick Faulkner of International Pa 


developed a unique format 


tor a constant reminder and education 


per Co., 


al campaign. A monthly, 84” x 1134” 
wall calendar on thick paper. On the 
back of each month is a different edu- 
cational story about one phase of the 
printing business (also manufacturing). 

Bill Clawson of Miller Printing Ma 
chinery Co 


practically never uses a 


standard format. Tricky die-cuts, un 
usual shapes. To impress printers who 
get too blase about ordinary printing 

and who can only be impressed 
by dramatic impact. 


4 few industrial advertisers have 
dared to copy their mail order brothers 
in using unusual materials . . . such 
as letters precessed on cellophane sheets 
with an opener such as “This 
otter is crystal clear.” It can be done, 
and we know the sources. 
DuPont has used gadgety, illustrat 
ed letters on special promotions. One 
folder pictured a test tube. Inserted in 


a die-cut at top of tube was a thin 


SEPTEMBER, 1954 


strip which when unfolded revealed a 
miniature, 514” x 814” letter. 

We are getting more and more ex 
amples of clever, out-of-the-ordinary 
formats. But they seem to be limited 
to a relatively few industrial concerns 
who have had the gumption to investi 


gate possibilities. 
Function Dictates Format 


{ll industrial direct mail formal? 
General Electric conducts sales contests 
among salesmen and dealers with all 
the ballyhoo of a circus. Prize books, 
gadget letters, even including dice and 
what-have-you. The function dictates 
the format. 

Atlantic Steel Co. of Atlanta, Ga., 
used a three-piece campaign of illus- 
trated letters and a jumbo post card 
to get delegates to a wholesalers con 
vention to visit 
and a plant display of Dixisteel wire 


a barbeque luncheon 


products. 

The Carey Machinery & Supply Co. 
of Baltimore, Md., used just plain, 
automatically typed, personal letters to 
get a particular type of engineer to 
visit a special display of gas analyzing 
and gas measuring equipment used in 
safety work. 

A number of industrial advertisers, 
such as Spang-Chalfant Division of 
The National Supply Co., have de 
veloped, through their agency ‘ 
“welcome to the plant” folders to give 
to visitors and to induce other visits. 

Commercial Solvents Corp. used a 
circusy type of accordion fold circular 
with all the blocks of copy set in old 
fashioned type of circus poster style. 
Larry Schaffel knows how to be dif 
ferent and isn’t afraid to experiment. 


Sporty Product Literature 


The Falk Corp. of Milwaukee, Wis., 
wanted to get more handling of its 
product literature in their standard fil 
ing binders . . . so L. H. Billing start- 
ed the Falk Engineered Sport Fact 
Believing that most engineers and pur 
chasing agents are sports-minded, he 
advised them by letter to watch out 
for Sport Facts at five to six-week in 
tervals and to tile them in Falk binder 
to settle future sports arguments. Each 
issue contained technical details and 
statistics on one phase of sports, with 
only a minor fraction of space devoted 
to Falk products. Stunt was successful. 
The copies were read and filed. Noon 
hour arguments on sports necessitated 
frequent references to the Falk binder. 


Incidentally, Falk’s advertising de 


partment gets pats on the back from 
distributors because their pieces have 
lots of room for distributor's imprint 


plus (and this is unusual) plenty 
of room for distributor to list other 
non-competing lines carried. 


Charlie Binger and Dick Tirk of 
Reply-O Letters, 7 Central Park West, 
New York 23, N. Y., supplied us with 
examples of industrial users of Re- 
ply-O. We were interested in tinding 
out how many were adopting so-called 
mail order techniques, or what uses 
were being made of this very simple, 
but different, letter form (the reply 
card or envelope in a die-cut pocket at 
top of letter, with name of addressee 
showing through window on the re 
turn piece). 


Diebold, Inc., Canton 2, Ohio, use 
plenty of Reply-O Letters to get in 
guiries for salesmen follow-up or tor 
product literature; to clean up mailing 
lists, or to get new names. 


The F. W. Dodge Corp., 119 W. 
40th St., New York 18, N. Y., used 
Reply-O type letters to test out the 
readership or subscriber interest of the 
publications in which they advertised. 
Sent inquiry type letters to rented lists 
of cross sections of each publication. 
Response indicated which publications 
were best.* 


Russell, Burdsall & Ward Bolt & Nut 
Co., Port Chester, N. Y.. used Reply-O 
to get requests for bolt length tables 
and to focus interest on the company’s 
product literature in Sweet's catalog. 


Westinghouse Electric supplies deal 


ers with a four-piece Reply-O cam 
paign to get bulk orders at quantity 
discounts from small industrial plants 
where it’s impractical for salesmen to 


call. 


[hese are just a few examples. We 
are simply trying to emphasize to 1n 
managers, their 


dustrial advertising 


agencies and printers that there should 
be more intelligent study of direct mail 
FUNCTIONS and FORMATS. Too 
much industrial direct mail is dull and 
uninteresting because it blindly follows 
a pattern of standardization. There is 
no need for standardization except in 
certain established functions. And even 
formats, the 


and production can be di 


in standardized design 


stinchive 


{il direct mail efforts can be as ex 
citing and interesting as the creative 
brains behind them. 
which 


Chere is one other detail 


should be included in this phase of 
study . . . but we'll hold in until 


phase six while we tackle a more 


serious problem. 


*Detailed stor 
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THE REPORTER OF DIRECT MAIL ADVERTISING 





MEW WAY TO 


COMPEL SURE 


ATTENTION TO DIRECT MATL 


New, low-cost mechanical process 
personalizes printed advertising, 
creates immediate good-will 


Experienced sales managers know that many 
salesmen's calls are futile because it is so often 
impossible to see the top management officer 
who really makes the buying decision. Adver- 
tising managers and agencies, in attempting to 
establish this contact, have the constant worry 
that their direct mail advertising will never reach 
this officer, or if it does, that it may be consigned 
to the waste-basket after a fast superficial 
glance. 


What better way is there to capture the 
recipient's attention and impel him to read your 
advertising message, than to personalize i:, 
print his name in type as an integral part of the 
introductory portion of the message, and thus 
give him the feeling that the message is printed 
personally for him? It's only human to hold on 
to such a piece, give undivided attention to its 
message and show it to others. 


FREE FOLDER EXPLAINS IT ALL 


This is something to consider and to put to 
work in your promotion. We have a folder . 
yours for the asking which describes in 
detail how Personal-Print works. It will answer 
many questions. In the meantime, perhaps we 
can anticipate a few of them. 


Question: Isn’t this the same as applying names 
by speedball pen? 

Answer: No. Personal-Print is a mechanical 
miracle that sets recipients’ names in type and prints 
on a specially-developed press. The finished result 
is identical to printing on the balance of the mailing 
piece. 
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Question: Can Personal-Print be applied to mail- 
ing pieces that are already printed? Is it possible to 
send a bulk shipment of a folder or catalog, for 
example, to be imprinted with names from a mailing 
list? 

Answer: Yes, Mailograph Company will imprint 
your recipient's names on anything you now have 
printed. The complete mailing operation can also be 
handled here. If you prefer, the bulk shipment can, 
of course, be returned to you after Personal-Print 
imprinting. 

Question: Isn’t this process expensive? 

Answer: No. Either hand lettering or the custom- 
ary type imprinting method of personalizing adver- 
tising literature is a tedious, costly operation. Our 
unique Personal-Print press equipment (not found 
anywhere else in the United States) offers the only 
completely automatic way to do the imprinting. 
Beautifully sharp, clean, uniform printing is done 
at high speeds. Thus the cost of adding this attention 
compelling asset to your sales and advertising solici- 
tation is surprisingly low. 

That's the story. Write today for descriptive 
folder and prices. You'll be convinced that you 
can generate more business by showing a per- 
sonal interest in your prospects. 


MAILOGRAPH PRINTING CO., Inc. 


Personal-Print Division 
138 N. 12th Street 
Philadelphia 7, Pennsylvania 
LOcust 4-3113 


The Miracle of PERSONAL PRINT Is Yours ! 





she company, or the product itself. He buys 1. Useless words and phrases. Uscless We are well staffed We pride our 
or doesn't buy. Get tough with your copy words are useless words. They are selves We maintain We value 
Here are the checks to make the words used by the schoolboy who doesn't your business Such statements give your 
1. CAN THE READER READ IT Have = know the answer to the question . the _ a appess . es ¢ 
pity on his eyes, and don't try to get too asked by his teacher. He attempts to restate 1¢ next most displeasing thing in busi 
much py into the space available the question; to give the impression he wants ness letters are the opinion phrases ending 
. , : to be sure he understands it correctly. Then with that To correct yourself of this 
4. WILL HE READ IT? Here you have I 1 the fault, write the word “that” on a 3° x5” 


he rambles a around map trying to 

‘ l all 3 i at ying tk 

three things to k ‘ Stor ’ j ' , 

e thing hee (4) Story valne. I find the right answer. Most men write poor card and stick it under the glass top of 


you don’s sell a story of direct interest to business letters because they are trying to your desk. Stay away from phrases which 

the reader, you're wasting your nme. (6) impress their secretaries. They ramble around wind up with “that” as if they were poison 

Simplicity and clarity. Don't be afraid of getting started, using a lot of useless words, Because, again, if yu use such phrases, 

easy, colloquial speech. Gimbel's has made useless expressions. Eliminate the useless are looking down your nose at 

advertusing history with ut; and (what is words and phrases and you'll have better fellow. It is so useless and offensive 

more important) sold a lot of merchandise letters continual! saving I know that 

with i ) Economy. A lot of the copy be glad to know that,” or “I take 

that may sound beautiful to you can be just 2. The next basic fault in most letters 1s pleasure in informing you that 

so many words to the reader. improper arrangement of words and phrases. the information given after the word “that 
3 NOW WE CHECK FOR THE PAY To eliminate this fault simply talk in a-b~<« 

OFF WILI THE READER BUY? Does he fashion, or “the cat crossed the street” fashion 

beliewe and respect your story? Unless you 3. The next fault is: incorrect expression 

believe in your own story, don't expect the of thought. You think you know what you learned it from their textbooks and they 

reader to buy it. Have you provided the are saying or writing, but the reader cannot teachers. But you can break yourself of the 

kicker have you given the reader some understand it. Be specific. Be clear habit if you tr 

thing definite and easy to do? Did you a ' This formula 4 would help many in 

end your copy by telling him h +. The final basic fault in most business 

is to procure your product or service 


which is interesting to the man who re 
ceives the letter. It is a hard habit to break 


Most businessmen have the habu They 


ow easy it . . . a . 
letters is: offensive ond displeasing words dustrial advertisers . . . judging by the 


and phrases. The most offensive and dis horrible examples uncovered in_ this 
pleasing words and phrases are, believe it survey. But there are many _ othe 
so much bad copy in industrial letters or not, the following: I, we, our, my, mine 
When you use those personal and 


We can't understand why there 1s 


things to learn . . . takes time, con 
when so much good advice is floating and us 
. selfish pronouns in your business letters it 
shows that you are thinking more of your A great amount of industrial ad 


; »" “nad her . ' 
Again, we'll recommend the formu self than the real hero of the letter the vertising usually includes different 


j , recipient of it. When you use “I, we, our, 
las in How to Think About Direct ci , terms or words than generally used in 
my, mune or us ou are looking ; 


centration and real digging. 
around for free. 


| or? 
Mail but this is the most impor- deme war Bese to the cher fellow. You consumer copy. This is not always true 


tant one are the big shot. You are important. You ... especially when introducing a new 


Formula 4: There are four basic are the big, mighty, powerful organization product by a promotion, such as de 
faults in most business letters. (If you The other fellow is the little squirt. Talk scribed by George Staudt... or when 
about the other fellow’s needs, not about : 
can write good letters, you can also 

5. our desires. Don't continually dictate or - \ ; .  ' , 
write good bulletins, circulars, or any cline witily \Reme ane “We went vam te tne as Fred Meendsen’s “Yoon Yun” for 


other kind of direct mail.) we appreciate,” or “We shall endeavor Union Bag & Paper’s corrugated boxes. 


handling a spectacular campaign, such 
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But we wonder how many industrial 
advertisers have made up for their own 
use a list of the best or most powerful 
words to use in describing their pro 
ducts, or to influence eventual sales. 
Ruth Gardner, (advertising manager 
of Harry P. Leu, Inc., 100 W. Living 
ston Ave., Orlando, Fla.), one of the 
keenest promoters of 
tributor direct mail, showed us her 


industrial dis 


own personal word list. She keeps it 
under the glass top of her desk .. . 
constantly before her. When writing 
a newspaper ad, sales letter, or a cir- 
cular, she goes over the list to pick 
out the words which are most appro- 
priate, right at the minute, for what 
she’s trying to do. Asked her permis 
so here they are: 


sion to reprint... 


dependable 
durable 
reliable 
reputable 
profitable 
suitable 
usable 
lasting 
cheaper 
faster 
easier 

safer 

finer 

longer 
stronger 
sturdier 
tougher 
greater 
favored 
preferred 
verified 
satisfied 
certified 
recommended 
qualified 
rugged 
tested 
experienced 


guaranteed 
improved 
engineered 
geared 
warranted 
strong 
sturdy 
practical 
inexpensive 
secure 
automatic 
compact 
efficient 
convenient 
effective 
ready 
handy 
powerful 
logical 
wise 
reduce 
simplify 
prevent 
get 

insure 
increase 
eliminate 
compare 


preserve 
prepare 

lengthen 

stop 

TYPICAL SUBJECTS 
overhead 

repair costs 
breakdowns 
problems 
headaches 

wear 

worry 

emergency 
shut-downs 

tie-up 

requirements 

loss 

value 

modern maintenance 
high standards 
high performance 
high quality 

needs 

upkeep 

inventory costs 
power-waste 
production 

pride of ownership 


careful 
cautious 
destructive 
costly 
double 
more 
best-known 
first-choice 
factory-tested 
laboratory-tested 
time-tested 
heavy-duty 
trouble-free 
all-purpose 
low-cost 
money-saving 
time-saving 
work-saving 
labor-saving 
power-saving 
energy-saving 
space-saving 
TYPES OF ACTION VERBS 
rely 

depend 
protect 

cut 


Some speakers at Industrial Adver 
tisers meetings have stressed the old 
mail order formula that all users of di 
rect mail should make copy fests. 

The fact is: very few industrial ad 
vertisers can make copy and format 
tests, similar to the tésting in the mail 
order fields. Industrial lists are usually 
small; problems are immediate rather 
than “long pull”. Most industrial direct 
mail users cannot fest, in the usual 
sense of the term. A new product must 
be introduced. It must be done at once. 


Most industrial direct mail copy 
must be guided by experience and 
judgment, by finding out what didn’t 
work in the past, and by experiment 
ing to find better methods in the fu 
ture. 


Testing by others (in the mail order 
field) may provide guideposts. Only 
on mailings of potential big volume 
can there be any accurate tests 
one type of letter compared with an- 
other. Best advice is: Dont be con 
fused by test reports from other fields. 

C-O-P-Y is an unending subject. 
That's why we recommend it as 
PHASE FIVE in all future studies of 
industrial direct mail. All future con- 
ventions, too. You'll jam the hall if 
you get some of the real experts to 
let down their hair! 








WE'VE BEEN TOLD... 


that our new plant is the most modern Direct Mail Service in 
the country — in plant layout, facilities; equipment. 


WE KNOW... 


that we spent a long time looking before we moved to this new location. 
Now we can offer our customers 20,000 square feet of space to 
better service their Direct Mail needs. 


YOU'LL FIND... 


That we’re geared to do your Direct Mail job quickly... 
efficiently... economically. 


WHY NOT... 


drop up to say “hello”... or call us at BArclay 7-5770. 


Ask for Norm Eisner or Leo Sweedler. New Address 326 BROADWAY 


NEW YORK 7 
BARCLAY 7-5770 
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This reporter would be happier if 
phase six could be skipped . . . in the 
interest of harmony. But in the in 
terest of truth, it must be recommend- 
ed as the final and crucial step in 
future studies of industrial direct mail. 
Some elements of the subject are ce 
cidedly hush-hush in most industrial ad 
vertising meetings and articles . . . ex 
cept tor a few crusaders like Bob 
Delay, Pete Shugart and Jim Duffy 
(see their opinions) who dare to criti 
cize present methods of Aandling di 
rect mail phases of industrial adver 
tising 

H-a-n-d-li-n-g is perhaps not the 
right word for it but couldn't think 
ot a better one. It involves (so tar as 
direct mail is concerned) all the rela 
tionships between management, adver 
tising manager, the office staff, agency, 
salesmen, distributors or agents, and 
ultimate purchasers. Who does what 
where, when and hou 

The real truth is: The average in 
dustrial advertising manager and the 
verage industrial advertising agency 

not know how to Aandile the prob 
direct mail . . . once they 

over the gloriously sate 

pastures of designing and placing trade 


paper advertising and ol 
catalogs and product literature. At that 


preparing 


exact point, the interest and enthusiasm 
of the average advertising agency be 
gins to wane or vanish. And you can't 
blame them exactly. How can they 
make iny money on the succeeding 
hard-to-handle 


routine detailed and 


steps 


Agency Direct Mail 

We've tried to find out how many 
ugencies specializing in industrial ac 
counts go beyond the space product 
literature cycle and if they do, how do 
they charge for internal supervision of 
direct mail follow-up details? Try ask 
ing those questions and youll get 
either complete silence or hands-in-the 
iir frustration. A few advertising agen 
cies and creative printers have licked 
it, even down to warehousing client's 
distributor cam 


literature; handling 


paigns; filling orders for bulk lots of 
pieces; and in some cases answering 
routine inquiries and follow-up. But 
darn tew 

ihe big agencies have rushed to in 


stall television and radio audition and 


HANDLING 


testing quarters for their clients (it's 
glamorous). But very few have in 
stalled a similar setup for the direct 
mail needs of industrial clients. This 
is the point which needs surveying (on 
a large scale) by the NIAA or some 
agency group. It isn’t a one-man job. 

Let's hit on some of the problems as 
briefly as possible 

The agency prepares and piaces the 
space ads, many of which offer litera 
ture; the agency participates ( usually ) 
in the preparation of product literature. 
Sometimes (but not always) it origin 
ates or participates in the planning of 
a “direct mail campaign’ to back up 
the space; it may even prepare a pack 
ge deal tor distributors. 


ag 


Who Is Responsible? 


Then Usually, 


the whole thing is dumped in the lap 


what happens 


of the advertising manager who may 
(as weve heard in this survcy) have 
other duties. Who will handle what? 
Who is going to be in charge of an 
swering inquiries? ‘Who 1s going to be 
constantly enthused about following up 
inquiries; seeing that salesmen are con 
Who is re 
sponsible for the mailing list; how are 


they trained? 


tacted and followed up 


Who is responsible for 
educating the salesmen on the im 
portance (to them) of their direct mail 


bac kup? 


questions for investigation in this phas« 


Those are just some ol the 


six .. . handling 
We read in one industrial advertis- 
ing handbook the advice that: the ad 


vertising department should handle 


mass advertising media, such as trade 


] 


paper space, direct mail, etc. . . . but the 


sales promotion department should 
handle preparation of sales letters, etc. 
No wonder there is confustion. What is 
mass distribution of direct mail in in 
dustrial advertising . except possibly 
house magazines? Somebody has to 
control the whole chain of events in 
direct mail. 

Take the one problem of answering 
inquiries. Some agencies have helped 
their clients by installing a “foolproot” 
system and even supervising it... but 
very few. That is something which 
cannot be handled very conveniently 
away from the manufacturer's own ad 


vertising department. 


The NIAA, several years ago, started 
a well-financed Industrial Advertising 
Research Bureau. It took some time 
to get off the ground. The Bureau has 
published four reports: (1) Methods of 
handling and evaluating inquiries; (2) 
a supplementary bibliography of pub 
lished information on handling in 
quiries; (3) a report or bud get fixing, 
and (4) yardsticks for evaluating in 
dustrial research. 


Forgotten Inquiries 


In the survey of inquiry answering, 
a hundred or so companies were given 
preliminary study. These were later 
screened down to thirty-two. Only ten 
were finally selected for full, on-the 
spot field analysis and detailed find 
ings. A confidential report to this re 
porter indicates that, in the opinion of 
the field investigators, only about two 
out of the final ten had what might 

inquiry an 
list control 


be considered a_ perfect 
swering follow-up 
sales analysis system. 

Doesn't that indicate that there's a 
crying need for more study or action 
on this one subject? Money is poured 
into space advertising; inquiries de 
velop . .. then they are forgotten, man 
handled or treated casually. Why not 
intensive 


schedule _ this subject tor 


treatment at future industrial con- 
ventions? 
Sam Gold of 


ducts Corp., Jersey City 4, N. J., 


Lignum-Vitae Pro 
could 
te'] plenty about his just about tool 
proof system. (No salesmen every 
thing depends on inquiries and tollow 
up.) So could Everett Andes at Tube 


Louisville, Ky. The Re- 


porter tor November 1953 carried a 


Turns, Inc., 


story about his system for answering 


inquiries and follow-up. Carcful screen 


ing of inquiries (45% ot which re 
sulted from direct mail) and careful 
handling by either automatically type 
written letters (for most important) 
or form letters (for less important) r 


41% increase in distribu 


4 


sulted in a 
tion of Tube Turns literature in test 
period and a 157 increase in direct 
mail contacts. 

The whole story is well worth read 
ing. One point in it brings up another 
question. How many industrial ad de- 
know the 
automatic typewriters (we are not sell 


partments advantages ot 


ing them)? Most sloppy or delayed 
inquiry handling stems from lack of 
office help, lack of system. Automatic 
typewriters (with carefully prepared 
form answers) break the bottleneck. 
They can also be used for such things 
as: (a) Acknowledgement and “thank 
you” of orders; (b) repetitive portions 
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“At Harper's Magazine direct mail means “I use Reply-O to get subscriptions and re- 
Reply-O Letters... we've used almost 20 newals, and I know it works.” 
million.” 
John Jay Hughes, Asst. Pub. & Circ. Dir. 
Harper's Magazine 


“,..in building newspaper circulation by 
mail ...the Reply-O people contribute largely 
to our success.” 

Henry Hoke, Publisher Barney G. Cameron, Circ. Dir. 
The Reporter of Direct Mail Advertising N. Y. Herald Tribune 


“,..Reply-O has always proved its worth. I “We use Rep'y-O Letter to help us sell office 

guess that’s why I’m their oldest customer.” machines, systems, ty pewriters, supplies, even 
contract services.” 

Robert A. Fergusson, Pres. Alan Deyoe, Dir. of Circ. C. R. (Bob) Pope, Dir. Mail Mgr. 

Rust-Oleum Corp. Popular Mechanics Magazine Remington Rand, Inc. 


“Reply-O Letters carrying Rust-Oleum dis- 
tributor imprints often produce as much as 
25% replies.” 


esult-conscious direct mail users tell you what 
= Reply-O Letters have done for them. 


- Reply-O Letter means many things to many people. 
One customer uses them to get inquiries; another to 
if every clean his list; a third to sell subscriptions. No matter 
what the problem, Reply-O brings results. 
* 2 . — . . : 
Visit us at Booth 8 at the DMAA Convention. Or write 
rect ila i| Call al i] for a copy of “It Was Answers He Wanted.” Learn 
how over 400 major advertisers use Reply-O Letter 


to get 30% .. . 40% ...50% more replies than ordi- 
nary letters and cards. Perhaps Reply-O Letters can 
fit into your direct mail campaign. 


co 
the 


reply-o-letter 





THE REPLY-O0 PRODUCTS CO. © 7 Central Park West, New York 23, N. Y. 


Sales Offices: Boston * Chicago * Cleveland * Detroit * Toronto 








put morE PULL 


IN YOUR DIRECT MAIL— 


*Personal Letters pro 
duce RESULTS! And 
Ambassador has com- 
plete facilities for cre- 
ating and producing 
top quality, personal- 
ized Direct Mail; spe- 
cializing in 


Hoover Automatically 
Typewritten Letters 
ve Process Letters 


and 





Process Letters 











11 Stone Street 


BOwling Green 9-0607 


























“Person-To-Person” 


COPY 


In a direct sales message, I “talk” to 
one person not to a mob and by 
striking a personal note, I usually 
strike pay dirt 

The hard part of it is to fit the copy 
to each type of prospect, and to visual 
ize his needs It isn’t enough to 
hand me a picture of the product and 
its many uses. That tells me only half 
the story 


The full story comes to me as I tack! 


ie 
» number of assignments, and live for a 
while with my client’s problems. This 
nlone helps me to write sales letters 
that ring true, and ring the register 

Plans and copy services available at 
moderate fee. Monthly retainer pre 
Top references. 


M. A. POLLEN 
30 W. 15th St., N.Y.—OR. 5-4352 


ferred 








of regular correspondence; (c) follow 
up letters of all types; (d) letters to 
distributors; (¢) congratulating sales 
men on a job well done; (f) goodwill 
or sales-stimulating letters of all kinds. 
In other words this whole sub 
ject of inquiry handling and tollow-up 
deserves serious study by everyone con 
nected with industrial direct mail . . 
including the agencies. The job can- 
not be left to second-string taient. On 
an “organization chart” of a “typical” 
industrial advertising department, we 
saw a block for practically everything 
else under the sun except a unit to 
handle inquiries and follow-up. So . 


it needs study. Badly. 


Salesman Training Needed 


Next item for investigation The re 


lationship between salesmen and direct 


mail. And this applies whether the 
manufacturer sells only through their 
own salesmen or whether there is the 
distributor link. This survey indicates 
there is a woeful lack of down-to-earth 
training of salesmen in the why and 
how of direct mail. Company sales con 
ventions ballyhoo the glamorous side 
of advertising promotion . . . the 
double-spread, color ads . . . the ex 
hibits, etc. But do the 
stand why direct mail 1s being used; 


salesmen under 


what it is doing for them. . . or are 
they sent out cold? 

We found cases where salesmen call 
ing on distributors were asked trick 
questions deliberately which revealed 
that the salesmen didnt know about 
direct mail being offered to distribu 
tors by the home office. In other cases, 
salesmen depreciated the use of direct 
mail by distributors or would try to 
get a request for say 3,000 pieces of 
literatu cut down to 500 without 
even bothering to find out how many 
prospects the distributor had on his 
mailing list. Others have knocked the 
use of third class mail when talking to 
a distributor who knows a whole lot 
more about the subject. 

What industrial ad managers need 
right now is a good standard explana 
tion of direct mail (a small, easy-to 
understand manual) which would be 
required reading for every salesman. 
The NIAA or DMAA could prepare 
such an outline which could be 
changed around in each a individual 
company so that the specific activities 
of the company are explained. In cases 
where salesmen call on distributors, 
they should be taught how to help the 
distributor on his direct mail problems. 
Overall problems . . . not just the 
salesman’s own company promotions. 
Why not such a manual? A few com- 


panies have conducted such training 
(by talks mostly) . . . but the cases 
are rare. 

For example, we 
any confidence by revealing that Du 
Pont, during the past few years, has 
manuals 


are not breaking 


been issuing “how to do it” 
on direct mail to other manufacturing 
firms who buy DuPont products which 
are incorporated in other finished pro 
ducts. (Don't write for samples, as 
they are limited to internal distribu 
tion.) The DuPont manuals are pro 
fessional jobs explain direct mail; 
how to plan and write it; how to get 
and maintain lists. The same kind of 
material could be adapted for a sales 
man’s manual... to let him know 
how direct mail is working with him. 
There is the weakest link in the chain 
of handling direct mail for industrial 
advertising. Needs brains . and con 
stant work. 

One last problem concerning han 
dling . . . and then “finis.” But this 
problem can’t be finished. It’s the 
worst the handling of relation 
ships between manufactures sales- 
men distributor 

How many industrial advertisers 
(working with distributors) have actu 
ally surveyed their particular field to 
deter mine for exam ple hou many 
distributors maintain their own lists 
with addressing equipment and with 
either expert, or some knou how, di 
rect mail assistants? If Eastman Kodak 
can know how much window or coun 
ter space each photographic dealer has, 
surely the industrial advertiser could 
find out all the facts about the direct 
mail setup of each distributor. The 
presentations of package campaigns 
and offers of miscellaneous pieces in- 
dicate that these facts are not known. 

How many mailings a year does the 
distributor make? Can your package 
preces be fit 


into a tight schedule without inter 


campaign of six or mo 


fering with the promotion of other 


) oe 
products? Does it fit geographically 


seasonally or what? 

Some manufacturer s sale smen act 
as if the distributor had no problems 
whatsover except to help the sales 
men’s bosses promote their product: 
“Here's a wonderful new piece you 
ought to get out right away. Every 
new piece is “# onderful no matter how 
rotten it may look to the distributor 
who has to sell them all. 

What kind of pieces do the aistribu 
tors really prefer (ij they handle thei 
own mailings)? Somebody ought to 
try to find out. Some say selt-mailers, 
which can be handled on addressing 


machines simply and without bother of 
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assembling. Others sav 


pieces 
which can be assembled and included 
in other material mailed by distributor. 
Who 


good examples. On 


knows? We've seen bad and 
prominent manu 
facturer has only one descriptive piece 
distributors. A 


sheet 7” x 101%”, printed on 


ottered reluctant y to 
single 
“a Sa ie ” , 
both sides with poor illustrations and 
typography 

leals. How many « 


Se 4 bsorb into Ats 


program? Cat they be handled 


by the distributor or should they b 


controlled by the agency trom a cen 


tral mailing point? Should distributor 
pay part of the cost? Most resent 1t. 


William 


tric Division of General Electric (an 


Dixey of Trumbull Elec 


other mail order man turned to indus 


trial advertising) told recently how he 


controls dealer use of 
When dealer gets a bulk ship 


ment for one mailing, he yets a plate 


material sup- 
plied. 
of home office address to insert in 
list. When home office gets the piece 
in the mail with coded plate, the sec 
ond lot of material is shipped. Good 
control. Those are points to be studied. 

Provided the pac kage deal offered lo 
handled at a cen 
what are the best 


distributors can be 
tral mailing point 
methods? 
Gardiner Smith (vice president of 
Soston) gave one of 


heard, at a 


Dickie-Raymond, 


the best outlines we've 


Boston Industrial Advertisers seminar. 
The Reporter tor May 1954 reported it 
in detail and it’s been praised by the 
United Com 
merce. Gardiner believes the package 


lod 
inciuadge 


States Department of 


deal should these elements 


(1) Completely package the campaign 
in a presentation booklet. Give all de 
(2) set the campaign up on the 

of central handling the mailings 

the distributor into the cam 

closely as possible (+) Adve 


or share in the cost, at 


least the postage; ()) keep away from 


optional mailings; (0) supply the en- 
velopes Jor the campaign; (/) i] mau 


” imp n otter 


gs ? cam paign promotonai 


booklets or other material, be sure the 
stocked Wwiin 


(3) 


adequately 


‘ys , / 7 
advance O Maing 


< impaign incitudes ; cri ne mati 
hat one that will produce a faiti 


ty good return positioned early 


1m Pale 
cam paign. 


We've heard verbal pats on the back 
for such productions as Simonds Saw 
& Steel Co. and Plymouth Cordage Co. 
In the latest Simonds portfolio there's 
an intelligent tie-up of art and copy 
between space ads (with emotional im 


Continued on page Yi 
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Rates $1.25 per line (75¢ Situation Wanted) Minimum 4 lines 


CLASSIFIED 


DVERTISING 





ADDRESSING 
OUR LISTS ARE FREE 


Retailers - wholesalers - manufacturers 
Banks churches - institutions 
We charge only for addressing 

SPEED - ADDRESS KRAUS CO 
48-01 42nd Street 
Long Island City 4, N. Y. 


LIST ADDRESSING—Your Envelopes 
or Labels Under $5. per M. Write now 
QUALITYPING SERVICE 
104 East Main St., 


Gloucester, Mass. 





ADDRESSING PLATES 


If you use 
ELLIOTT-type STENCILS 
and want to REDUCE COSTS 
Write to Box 91, The Reporter 
Garden City, New York 





_ADDRESSOGRAPH PLATES 


Speedaumat Plates — $32.50 per M 
Advertisers’ Addressing System 
703 No. 16th St. St. Louis, Mo 





ADVERTISING AGENCIES 


For pulling direct selling mail order ad- 
vertising campaigns in newspapers, 
magazines, trade papers, consult Mar- 
tin Advertising Agency, 15 E. 40 St., 
Dept. 33A, N. Y. LE 2-4751. Est. 1923. 





____ FOR SALE 
ENDORSEOGRAPH. Automatic Com 


mercial endorsing 
and stand. 32 years old. Perfect ope 
rating condition. $150. Ideals Publish 
Box 2032, Milwaukee, Wis 


Controls machine 


ing Co 


POSTAGE METER 


mercial Controls model 80 


Heavy duly Com 
Matching 
cabinet stand on wheels. Original cost 
of $790. Meters 8,000 per hour. Ex 
cellent condition. Only $350. Ideals 
Publishing Co., Box 2032, Milwaukee 
1, Wis. 





HELP WANTED 
YOUNG WOMAN as working partner 


with some capital to invest in well es 
tablished Direct Mail service business 
Should have 

knowledge 


in northern New Jersey 
creative imagination plus 
of, or interest in basic advertising prin 
ciples; a willingness to tackle prob 
lems of production and selling of 
helping to run a rapidly growing small 
business Box 93, The Reporter, Gar 


den City, N. Y 


HELP WANTED 


FREE LANCE DIRECT MAIL 

COPYWRITER 

An experienced direct mail copywriter 

to plan and write strong selling copy 

on records and children’s books. Give 

details or show samples in reply. Re- 

plies treated confidentially. Box 92, The 

Reporter, Garden City, N. Y 





LISTS 
CANADA'S BEST MAILING LIST 


250,000 live names on Elliott stencils 
Call your list broker — TODAY 
or Tobe’'s, Niagara on the Lake, Canada 
400,000 ELLIOTT STENCILS 
Former subscribers and buyers of 
IDEALS books. 2”x4¥2" Elliott stencils 
in geographical order. Recently cleaned. 
Outright sale at $10.00 per M. Ideals 
Publishing Co., Box 2032, Milwaukee 
|, Wisconsin 





MISCELLANEOUS 
‘STENAFAX ELECTRONIC STENCILS’ 
for mimeographing comp!ex forms, 
art work, letterheads, 
even photos, on your mimeograph ma 
chine. Exclusive STENAFAX process 
cuts stencil electronically for $1.50 
Write for samples and information 
COMMERCIAL LETTER, INC 
Stenafax Department 
1209 Washington Avenue 
St. Louis 3, Missouri 


printed copy, 





OFFSET CUTOUTS 


Stock promotional headings for repro- 
duction. OFFSET SCRAPBOOK NO. 1, 
containing 1500 classified specimens, 
only $3.00 postpaid. It’s a rich source 
of practical help and 
Thousands in use. Available also are 
other books containing promotional 
art, cartoons, type fonts, borders, 
Most complete 


inspiration. 


panels, holiday art, etc 
service in U.S. Free descriptive folder 
A. A. ARCHBOLD, Publisher, P. O 
Box 20740-K, Los Angeles 6, Calif 





SITUATION WANTED 
SALES MANAGER — Increased com 


pany sales 319%. Formerly top crea- 
tive direct mail salesman. Well worth 
$12,000 up. Let me prove it. Write 
now for resume. Kelly Snow, 2220 
S.W. Main St., Portland 5, Oregon 
FULFILLMENT CHIEF 
IBM; pure hasing; copy Top rec ord 
$12 M $15 M. Box 94, The Report 
er, Garden City, N. Y 


Club plan; 





WANTED 


Wanted — Addressograph, Speedaumat 
and Elliott machines, frames, cabinets 
Also Duplicators, Sealers, Pitney Bowes 


Mailers, 40 W. 15th St., N. Y. 11, N.Y 
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DIRECT MAIL DIRECTORY 


LISTINGS ONE LINE PER 


ISSUE, $15.00 PER YEAR 








ACETATE SHEET PROTECTORS 
437 N. 5th Street, Milwaukee, Wis 


ADDRESSING 


Aver 
, em MACHINES 
Broadway 
SSA Albany St 
43 West Broadway 
ADDRESSING TRADE 
vies 68-11 R evelt Ave 
ADDRESSOGRAPH PLATE EMBOSSING 
190 Fler h Avenue Br 


ADVERTISING AGENCIES 


ADVERTISING BOOK MATCHES 


erica 1433-43 West 48th 


AUTOMATIC TYPEWRITERS 
pewriter 614 arpente 
ATORANS TYPEWRITI NG 


BLOTTER SPECIALTIES 


BOOKS 


to Engraving, Horan € 


BUSINESS CARD SERVICE 


y atayette 


CATALOG PLANNING 
y 101 West 55th 
npany ! 6 West Var 
CHRISTMAS STATIONERY 

207 W. Mair 
COPYWRITERS (Free Lance 
64 E. Jackson Bivd., Chicago 4, |! 
gontz Manor, 560( gontz Ave., Philadelphia 41, Pa 
sant 175-35 88th Ave., Jamaica 32, N. Y 
M. A 30 West 15th Street, New York, N. Y 
v E Reed 106 WN. State St Howe Michigan 
Roskam Advertising (Mail Order 1430 Grand, Kansas City 6, Missour 
rar ' Wertheir 179-15 Jamaica Avenue, Jamai 
442 East 20th St.. New York Y 


DIRECT MAIL AGENCIES 
57 East Jackson Bivd., Chicago 4, I! 
l oin-Liberty Bidg., Philadelphia 7, Pa 
9 East 45th Street, New York 17, N.Y 
1745 Broadway, New York 19, N.Y 
Sheraton Bidg., 470 Atlantic Ave., Boston, Mass 
521 Fifth Avenue, New York 17, N. Y 
175 Luckie Street, N. W., Atlanta 3, Georgia 
918 North 4th Street, Milwaukee 2, Wisconsin 
400 S. Main Street, Marion ,Ohio 
216 E. 45th Street, New York, 17, N.Y 
2123 East 9th St., Cleveland 15, Oh 
341 Madison Avenue, New York 17, N 
ograph C« 39 Water Street, New York 4, N 
Proper Press, Ir 129 Lafayette Street, New York 13, N 
Reply Products ? Central Park W New York 3, N 
Hayden Ricker Associates P. O. Box 1466, Tampa |1, Fla 
Roskam Advertising (Mail Order 1430 Grand, Kansas City 6, Mo 
0 West 49th t., New York 19, N. Y 
67 Beale Street san Francis Calif 
1! Beacon St Boston 8, Mass 
134 mmer of Boston |! Mass 
Adv 613 Howard , San Fran s 5 Ca ‘ 
DIRECT MAIL EQUIPMENT — yy 
vrpose Metal Ea ment § Street, Rochester N.Y 
mpany neennes Ave Chicago 
g Machine moany 3351 Nor 35th St., Milwaukee 
and Mailing es Pr 
Bundle Tyer moa a 


sles Letters 


DIRECT MAIL — GIFTS 
120 Milton Avenue, West Haven 


DIRECT MAIL SPECIALTIES 
Organization 1319 N. Third St 
ELLIOTT STENCIL CUTTING 
Address-O-Rite Stencil & Machine Co...64 W. 23rd St., New York 10, N.Y 
Clear Cut Duplicating C 49 Broadway, New York 6 Y 
Creative Mailing Service 460 North Main St., Freeport, N. Y 
ENVELOPES 

ames can Envelope Mfg. Corp 26 Howard St., New York 13, N.Y 
r American Paper Products Co East Liverpoo Ohio 


Envelope 170 rthside { é ? Atla 


Jones Compan ir ] st 2 New York 
St., Dedhan 


A 
New 


e Gray Envelope Mfg. Co Y 55-33rd St., Brooklyn 
Heco Envelope Company 4500 Cortland St., Chicago, 39 
McGill Paper Products, inc 501 Park Ave., Minneapolis 15, Minn 
Irgie velope C Ir 167 41st St., Brooklyn 32 
9 ster 
1600 East 30th St eveland 
Corporatior 522 Fifth Aven New York 
orporatior 19th & Campbe Sts Kansas City 


Avenue hicag 3 


arissa treet, R 


Trar Env pe tor rsey t New Jersey 
nited States Envelope Company -Spr nof eld 2, Mass 
he Wolf Envelope Company ? E. 22nd e »t 


Enve € mpany 17 “ter B { ‘ ’ , Mick 
ENVELOPE SPECIALTIES 
Co mbia Envelope Co. 2015 N. Hawthorne Ave. Melrose Park, 
nelly Organizatior 1010 Arch S$ Pt 
rtis 1000 In C nue and Flower St., Hartf 
rect Mail Envelope ¢ 15 West 20th St., I 


Plex Onve . 3026 Franklin Biv 


\., Chicago,Sub 
Jelpt 4 ’ 


3001 North Rockwe 
48 exingtor Aver 


on 19th & Campbell! Sts 


FOREIGN MAILINGS 


jose Antor 


FUND RAISING 
Associates 27 Washington ace East Orange 
IMPRINTERS — SALES LITERATURE 
MacAdams Company 301 John Street, Bridgeport Connecticut 
Mailograph Printing Co 138 N. 12th St Philadelohia 7. Pa 
INVISIBLE INK POSTCARDS 
Morley W. Jennings ee ...East Orange, New Jersey 
LABEL PASTERS 
Potdevin Machine Company 200 
LABELS 
Dennison Manufacturing Company Framingher Mass 
Eureka Specialty Printing Co 558 Electric Street, Scranton 9, Pa 
Penny Label Company ‘ ..9 Murray St.,. New York 7, N.Y 
Tompkins Label Company 1518 Walnut Street, Philadelphia 2, Pa 
M. Victor 130 Flatbush Avenue, Brooklyn 17, N. Y 
LETTER GADGETS 
Hewig Company 45 West 45th St., New York 19, N. Y 
A. Mitchell .111 West Jackson Bivd., Chicago 4, Iilinois 
Nationa! Photostamp Company 654 Broadway, New York 12, N.Y 
A. August Tiger 545 Fifth Avenue, New York 17, N. Y 
LETTERHEADS 
Harper Engraving and Printing Co 283 E. Spring St., Columbus 15, Ohio 
R. O. H. Hill, Inc 270 R Lafayette Street. New York 12. New York 
Peerless Lithographing Company 4313 Diversey Ave., Chicago 39, |! 
Arthur Thompson & Co 109 Market Place, Baltimore 2, Md 
Woodbury & Company Chadwick Square, Worcester 5, Mass 
MAIL ADVERTISING By (Lettershops) 
Advertisers Associates, Inc 627 Penn Ave., Pittsburgh 22, Pa 
Benart Mail Sales Service, Inc. ‘= East 45th St. New York 17, N.Y. 
Century Letter Ce., Inc 48 East 2!st St.. New York 10, N.Y. 
Mary Ellen Clancy Company 250 Park Avenue, New York, N. Y. 
eveland Letter Service, In« 740 W. Superior Ave., Cleveland 13, 9 
A. W. Dicks & Co 386 Victoria St., Toronto 2, Ont., Can 
Fair Mail Service seees .417 Cleveland Ave. Plainfield, N.J. 
The Folks on Gospe 400 S. Main Street, Marion. Ohio 
Fulfillment Corp. of America 381 W. Center Street. Marion. Ohio 
General Office Service, Inc 527 6th St., N.W., Washington 1, D.C 
Lee Letter Service 20 East 20th St.. New York 3. N.Y 
The Lemarge Company 417 S. Jefferson St.. Chicac 
The Letter Shop 67 Beale Street, San Franc 
Lincoln Letter Service, Inc 326 Broadway. New Y< 
Long Island Letter Service 95 Mineola Bivd 
MacCallum Letter Service 7 So. Dearborn St., 
Mailograph Co., Inc 39 Water St ' 
Mailways . 200 Adelaide St., West. Toronto 1, Ont., Canada 
Premier Pri inting a Letter Service. 620 Texas Ave., Houston 2, Texas 
Rochester Consumer Advertising rr 21 ve Rochester 6. N.Y 
Roskam Advertising (Mai! Or is 6 West 10th, Kansas City 5, Mo 
The Rylander Company 216 West Jackson Bivd., Chicago 6, |! 


The St. John Associates 75 West 45th St., New York 36, N. Y 


N 
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Union County Business Burea 

Williamson Enterprises 

Woodington Mail Adv. Service 1304 Arch S$ 

MAILING LISTS—Brokers 

* Archer Mailing List Service ..140 West 

* George R. Bryant Co. of N. Y., inc 595 Madison A 

* George R. Bryant Co 75 East Wack 

* Walter Drey, Inc 333 

* Walter Drey, Ir 

* Guild Company 

Lewis Kleid Company 

* Willa Maddern, Inc 215 Fourth Av 

"Mosely Mail Order List Service 38 Newbury 

*" Names Unlimited, | 352 Fourth Avenue 

°*at 136 W. 52nd S$ 
44th 


257 Fourth Ave 
160 Engle Street 
...25 West 45th St., 


Natwick 
Planned Circulatior 
Roskem Advertising (Mai! Order 
Sanford Evans & Co. Ltd 
* James E. True Ass ates 419 4th Ave 
? Meni National Council of Mailing L 


MAILING LISTS—Compilers & Own 
g 2930 
Albert Mailing Lists 120 Liberty Street 
Allison Mailing Lists 400 Madison Ave., 
Arrow 
Associated Advert 
Bodine’s of Baltimore 
Bookbuyers Lists, Inc 
Boyd's City Diepetch, Inc 114- 120 East 23rd St., 
Calvin News erv 1 West 46th Street 
Catholic Laity Burea 45 West 45th Street, Ne 
Creative Mailing Service .-..-460 No. Main St., 
Walter Drey, In 333 N. Michigan Aven 
Walter Drey, Inc 257 Fourth Avenue, New 
Drumcliff Advertising Serv Hil 
Dunh List C Ave 
E-Z Addressing Service 83 
Fritz S. Hofheimer 
Industrial List Bureau 
Jewish Statistical Burea 
The Walter S. Kraus Co 48-01 
Mapleton Service Compar 
Market mp at " B r 11834 Vent 
Reba Martin, Ir 4201 
Montgomery Engineering Company 
Official Catholic Directory Lists 
Paramount Mailing List 77 14, 138th 
R. L. Polk & Company 431 Howard 
W. S. Ponton, Inc 50 East 42 Street 
Roche Consumer Advertising Corporation 210 Ly 
Southwe Progre re Wm. D van, Sales 
232 N 


19 West 


Street 


Advertising Letter S« Jefferson 


444 E. Belvedere Av 


mpany r 505 Fifth 
Washington 
28 East 22nd Street 
.45 Astor Place, 
320 
42nd St Lon 


ra Bivd., 
N. W 
8500 - 


Barclay S 


ny 


MAIL ORDER CONSULTANT 
Whitt rthmore Schultz 1115 Old 
MATCHED STATIONERY 
Tensicn Envelope Corporation 19th & Campbell! Sts 
MESSENGER — 
tems 461 4tt 
MIMEOGRAPH MACHINE 
ne & Eq 326 Broadway 
MULTIGRAPH SUPPLIES 
Ink Ribbon Company 19 So. We 


Addressing Mact pment Co 


Chicago 


pact) and direct mail pieces using 


same theme and art treatment. In the 


Plymouth distributors like 
the seven-piece handled 
free for them at central mauling spot. 
Three Ictterhead 
with si And other pieces, such 
as blotters, with at least haif the space 
equally with 


handled 


case 
Campaign for 


letters on their own 


gnatures. 


distributor 
Skillfully 


promoting 
Plymouth. from 
every angle. 

tor 


There is unending 


study in this element of phase six. To 


opportunity 


avoid dullness in presenting package 


deals maybe industrialists should 
study the techniques of men like vice 
president Ward Patton of Green Giant 
cA. Minn. Another field 


but he, the problem of ac 


LeSueur, 


too, has 


quainting wholesalers and retailers with 
they 


national plans; how 
can tie in. Every Green Giant portfolio 


and 


advertising 


ot advance ad reprints merchan 


schemes is an event. 


trick of 
Humor, 


dising exciting 
showmanship 1s 


One 


I very good 


used. mystery, idgets. 
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55th St., 


N. Michigan Avenue, 


Englewood, New 


.... 1430 Grand, Kansas City 6, Mo 
165 McDermot Ave., 


East 
New York 6, New York 


Industrial | Box 910, Holyoke 
613 Willow St 


en Rd., 


Street 


Broadway 
339 Kings Highway 


2nd Avenue 
12 St. 


Street, Fi 


Street 


Mgr 
Elm Lane 


TRUCKING SERVICE 
Avenue 


Westfield, NJ 
Williamson N Y 
t., Philadelphia 7, Pa 


The Appleton C 


The Beckett Paper 
Eastern Corporation 


New York 19, N.Y 
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FUTURE PLANS 


If you are still hanging on 


you can get ready to let yo. 


We } ive 


picture of the industrial ad 


tried to give you a fairly 
complet 
vertising field, so tar as direct mail ts 
concerned . with descriptions of 
terms and techniques. No one could 
possibly cover every angle except in a 
weighty encyclopedia 

You have read the opinions of som« 
creative 


of the experts in agencies, 


printing and industrial advertising 

management 
We have given you, for the first 
program 


for thinking about or studying indus 


time anywhere, a six phase 


trial direct mail in orderly s 
Check back 


what points under each phase should 


quence again and _ sex 


be investigated in your business. From 
these six phases, can you visualize a 
indus 


manual or a_ six-part 


SIX part 


92 


trial convention program? Here’s how 
it might rit together 


1. Devote two days to the program. Either 
one day to TRADE PAPERS and one day to 
DIRECT MAIL, or have program run concur- 
rently with part of each phase devoted equal- 
ly to trade papers and direct mail. (Both 
share about equally in industrial advertising 
budgets and represent about 70% of it 
combined.) 

2. Schedule definite hours for each phase 
in both SPACE and DIRECT MAIL divisions. 

3. Such a program should be as devoid 
as possible of long speeches. Let there be 
panels of real experts on each phase. Get 
the people in the audience to let down their 
hair. Be sure to get distributors on the phase 
six panel. (At the Montreal NIAA direct mail 
session, there were four long speeches — 
mostly generalities — and when it came time 
for the vital questions, only four or five 
could be handled because the “time was up.”’) 


tudy the planning chart above 


ce how the program would work 


Several years ago, when we oftered 


to help on any direct mail research 


projects for the newly-formed Indus 


trial Advertising Research Institute, we 


were told that a few “stumbling 
blocks” had occurred and the “areas 
for research” had not been clearly de 
Future were re- 


fined. suggestions 


quested. Okay . . . here they are. Srx 


distinct major areas for survey. Six 
logical phases of inquiry , each 
with supplementary divisions of is 
own. There are enough subjects there 
to keep research organizations busy for 


the next ten years. 


Reading back over this manuscript, 
we hope we haven't trampled on too 
many toes. If it reads too negative in 
spots that’s deliberate. I still be 
lieve negative analysis is necessary in 
any serious study. I still believe that 
Dogs Climbing Trees must learn to 


laugh at their mistakes to profit 


by them. To those hardy souls who 
can, with good grace, mix the negative 
and the positive, we say “good luck in 
your thinking about industrial direct 


mail.” 
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HONEST 
... WE DON’T WANT 





TO START 
THE CIVIL WAR 
OVER AGAIN! 


The above was pictured on an envelope manufactu 
in 1861, when we were an eager energetic eightee 
old, just to dramatize our conviction that — 
YOUR ENVELOPE IS THE FIRST IMPRESSION 
YOU MAKE 


let it be a favorable one! 


Of course styles, techniques and methods have changed 
enormously since those “good old days.” And Berlin & 
Jones has changed right along with the times—even pion- 
eering many of the improved processes used in the envelope 
industry today. 

In 1954—as always—Berlin & Jones is the leader in the 
industry. We manufacture literally millions of envelopes 
daily —over five million—of all types, sizes and description 

. satisfying the discriminating needs of the most famous 
names in American business. 


Yes, our continuing program of research and —— 
ment has paid off. It enables us to bring you the world’s 
finest envelopes at the lowest possible cost. 


But despite our 111 years (or perhaps because of them), 
we’re still restless... still looking for new and better ways 
to serve 





Mosely Gang Invite You to Visit Mail Order List 
Headquarters ... When you attend the DMAA 


and the MASA Conventions. 


COME ON OVER AND SAY “HELLO” 

to the friendly MOSELY GANG — just around the corner 
from the STATLER — and see for yourself — the modern, 
departmentalized facilities of MAIL ORDER LIST HEAD- 
QUARTERS for boosting your direct-to-consumer MAIL 
ORDER SALES without final out-of-pocket cost to you. 


JIM MOSELY 


p a ’ 
i Veit 
BETTY MILLER PEG O'LEARY 


SIMONE A. CYR LILLIAN WEIN 
Treasurer Assistant Production Manager Assistant to the President Executive Vice President 


EMMA ROMANT ANNE BRADFORD ELLIE WELSFORD 


MAX MILLER 
Assistant to Executive Vice Pres. 


Vice President Manager, Production Department Manager, List Research 


MOSELY TEAM SERVICE 


When you put your Volume Mail Order List Problem 
— and opportunity — up to the experienced 
MOSELY GANG in confidence, five wide-awake 
MOSELY SERVICE TEAMS are added 

to your own staff — without salary or overhead 


expense to you — to speed your mail order 


campaigns and bring you thousands of new mail 


order customers who will buy from you for a 
long time. Write Dept. RE 21 in detail. 


Charter Member National Counci 
of Mailing List Brokers 


NEW MAIL ORDER CUSTOMERS IN VOLUME DIRECT BY MAIL 





